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Woman's Illustrated circulation Jumps 


% 
\ 
\ 
\ 


Over 


260,000 
in 2 years 


WOMAN ’S ILLUSTRATED 
circulation has risen by 50.7% in 
the last two years — 

a percentage increase higher 
than any other woman’s weckly 
magazine in the same period — 
and the latest figures show 

a still further increase. 


If you want to 
sell to an active, jumping, 

“* get-out-and-buy”” market, 
WOMAN’S ILLUSTRATED 
is the place for you. 


WOMAN'S ILLUSTRATED 


A. W. BURNETT, Advertisement Director 
The Amalgamated Press Limited, 

The Fleetway House, Farringdon Street, 
London, E.C.4. Central 8080 
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Who are the | 
users of ‘large’ 
blocks ? 


Sirn—A close examination of 
the effect of the Federation of 
Master Process Engravers’ new 
price list, which came into force 
on October 1, shows a very heavy 
increase in the prices of all mini- 
mum size blocks (i.c., 14 sq. in. 
and under) amounting to nearly 
22 per cent for open line blocks 
on zinc and squared up half-tones 
on copper, and nearly 21 per cent 
for simple half-tone cut-outs. 

For open line blocks of 21 in. 
more than 10 per cent more will 
be charged and for 28 in. four per 


THIS WEEK 


Industrial Advertising: first article 
in new series—page 23. 


NEXT WEEK 
Market survey of the Midlands. 


cent. The block buyer does not 
benefit in the scale until he orders 
blocks of 35 in. upwards. Up to 
that size the average overall in- 
crease in cost of line blocks works 
out at something like 10 per cent. 

In the cases of squared-up half- 
tones and simple cut-outs on 
copper, the buyer is allowed to 
benefit a little earlier in the scale 
than he does with line blocks. 
The figures are for squared-up 
half-tones: nearly 22 per cent 
increase for minimums of 14 in. 
and under and nearly three per 
cent for 21 in. The old and new 
rates balance at 24 in., after which 
the new scale benefits the buyer. 

For simple half-tone cut-outs 
on copper the increase is nearly 
21 per cent for minimums. At 
21 in. the increase is more than 
four per cent. Thence, as with 
squared up work, the old and new 
prices balance at 24 ins. and go 
in favour of the buyer. 

Colour work? The minimum 
chargeable size is reduced from 
40 to 30 ins. A 40-in. four- 


To The Editor... 


colour half-tone set will cost the 


buyer more than 18 per cent 
more. A 10 in. by 7 in. set (a 
good average four-colour order) 
will cost him well over two per 


cent more. All colour work 
throughout the scale will cost 
more. 

So what? 


Well, the impression one gets 
is that all this and the rest of the 
highly complicated new price list 
means that the average block 
buyer will pay considerably more 
—perhaps as much as an overall 
average of 10 per cent—for his 
blocks. And that after only four 
months since the substantial in- 
crease (seven per cent) in May 
this year, which then brought the 
surcharges on the old scale rates 
up to an accumulated total of 15 
per cent. 

Who are the users of “large” 
and “small” plates? And who are 
the largest users of plates anyway 
—those who use mostly “small” 
line blocks under 35 ins. and half- 
tones under 24, or those who use 
mostly “large” blocks above 
those inches in each case? 

There is not, in fact, and never 
has been, any real significant 
separation between “large” and 
“small” plate users as clear-cut 
separate entities. So the idea that 
the prices of “large” blocks have 
been subsidising the prices of 
“small” ones, is a naive one, to 
say the least. 

The “large” blocks occasion- 
ally required by most big users 
are the exception rather than the 
rule and the amount of money 
spent over a period on “small” 
blocks must be far in excess of 
that spent on the less frequent 
“large” ones. 

There seems to be little doubt 
that the compilers of the new 
price lists were not unmindful of 
this, and the generality of process 
block users may therefore inevit- 
ably see the new price lists as just 
one more substantial general in- 
crease to be added to their ever 
soaring production costs. 

A, L. CULYER, 
Production manager 
T. G. Scott & Son, Ltd., 
London, W.1. 


Advertising 
our aircraft 
overseas 


Sir.—lIn reporting (October 12) 
an address given by Patrick 
Dolan to the Regent Advertising 
Club, you attributed the follow- 
ing statement to him: 

“There is not one real overseas 


English newspaper or magazine 
that we can use to advertise our 
aircraft, our Hawker Hunters, our 
Gloster Javelins, our Brush 
Group engines.” 

No doubt Mr. Dolan had in 
mind general rather than specia- 
lised or technical publications. 
but an impression is given that 
he was somewhat discounting the 
position of our publication, 
Flight, although such, I feel sure, 
was not his intention. 

Flight has a weekly overseas 
circulation in excess of 10,000. 
and overseas net sales within a 
few copies of that figure. We 
believe this to represent the 
largest weekly net sales outside 
the country of origin of any avia- 
tion journal in the world, and cer- 
tainly a substantially higher figure 
than the comparable one for any 
American aviation journal, 
weekly or monthly. Readers in- 
clude virtually everyone through- 
out the world who is in a position 
to influence the purchase of 
British civil and military aircraft, 
British aircraft engines and com- 
ponents, and all forms of related 
equipment. 

The advertisement rates for the 
journal are, of course, fantasti- 
cally low as compared with its 
American counterparts, and even 
more so as compared with the 
American international magazines 
to which Mr. Dolan referred. We 
feel, therefore, that we can justi- 
fiably claim that there is at least 
one British publication which 
provides a first-class medium for 
advertising all products of the 
British aircraft industry in every 
part of the world. 

C. E. WALLIs, 
Chairman and managing director. 
Associated Iliffe Press, Ltd., 
London, S.E.1. 


‘Unsuitability’ 
of our agency 
structure 


Sir,—It has been most interest- 
ing to observe in your pages the 
opinions expressed by many men 
in agency life on the anomalies 
and absurdities of the present-day 
relationship of the advertising 
agency to the press, and indeed, 
for that matter, to all other 
organisations and services in the 
advertising field. 

Pat Dolan {ADVERTISER'S 
WEEKLY, October 12) made a 
plea for a revision of recognition 
principles which would allow an 
agency man to capitalise on his 
efforts. C. D. Notley said at a 
Publicity Club of London meet- 
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ing that the future of advertising 
lies with the creative people and 
that the creative men should be 
at the top. 

Now all of this is symptomatic, 
in my opinion, of the same cause. 
That is the anomalous relation- 
ship of the agency organisation 
to other bodies in the advertising 
field and the unsuitability of the 
agency structure, as it stands, to 
be in a position to demand a 
rightful place. 

In my recent book, Advertising 
as a Service to Society (October 
5), | argue that there ts only one 
way out of this trouble. With 
the greatest deference to Mr. 
Dolan, the matter will not be put 
right by trying to reconstruct the 
financial set-up of agencies, as 
they exist at present. 

The clue lies in Mr. Notley’s 
remark about the creative men 
heading the business. As I have 
argued in my book, the only way 
is to separate the creative core 
of the agency organisation, free it 
from the surrounding complexi- 
ties and illogical relationships and 
relegate space buying (and, there- 
fore, the relationship to the press 
and recognition requirements) to 
organisations which exist entirely 
for that purpose. 

The result of such a change 
(which would not be so drastic 
as it might seem) would be to 
overcome immediately all the 
difficulties which Mr. Dolan so 
rightly observes and make pos- 
sible the hope which Mr. Notlev 
has expressed. 

J. L. McEwan. 
Lower Belgrave St., 
London, S.W.1. 


Money-back 
guarantee 


Sir,—We were most interested 
in your article by Femina 
(October 19) and would like to 
add a word about money-back 
guarantees. 

Our practice as a company is 

@ Continued on”page 14 
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see ave Ariel Advertising ‘Balloons ad eas 


of the advertising 
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e Ask for samples 
and prices 


LEWIS KNIGHT 
° & COMPANY 


8 Chingford Mount Rd., 
Lon E4. 


e LARkswood 2241/2. 
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Womans own 
2,454,597 


AUDITED NET SALE (JAN. -JUNE 1956) 


Women are the most important buyers in 


ee oe ee ee) 
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Britain and WOMAN’S OWN commands one 


. 


of the biggest concentrations 
of feminine buying power 


available today 


|. 
{ 


4 


. STUART MANDER, ADVERTISEMENT DIRECTOR, 
_ GE \RGE NEWNES LTD., TOWER HOUSE, SOUTHAMPTON ST., 
ae LONDON, W.C 2. TEMPLE BAR 4363 (40 LINES) 
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“ANOTHER SOLUS TRANSFORMATION” 


BEFORE 


pe 


— om 


Openi ng ea : 
Cuinness | 


It looks far better as a Solus Site 


These two photographs tell an unmistakable story. A dingy, derelict wall has 
been smartened and remodelled. Now it is a bright, attractive poster site which 
improves the local amenities. National Solus Sites like this—standing alone, 
right at the point of sale—are available in all commercial areas in England and Wales, 


NATIONAL SOLUS SITES LTD. 


56/60 STRAND + LONDON «+ W.C.2 + TELEPHONE: TRAFALGAR 4922-3-4 


DIRECTORS: T. A. ALLAM (Managing Director) + S. E. CARTER + P. W. FELTON «+ R. H. LAWSON 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD, 


fe sa one : i .*, Sy dea e: yk ae 
PROS iow * oo ee 
fT, , : ‘ vi ny MN * 
oe a 5 ae. 4 . 
\ 4 Yt 7 ae faa * i aa - 
3 rine « “4 * < x ¥ ie — 
& 3 pee: ‘ ined 
4 + Ce. . ; ae 
4 oy i <a = = gn + nate ft * Ey i sin "7 
te Leh. ~. i . ah ‘4 i t ita “ 
" “4 Sb-ia. $ 2 * cae 
—h eS an: ; cf 5 tS va Pay 
2 a , mage Le Fg ae . ne 22 ‘nk Ls x 
F ae ee "3 , wae ae att heme 74 - ae : ae : + a P 
yo msi eee S ae |e : . ; e ‘ 3 § 
t : @ - F te OT ee” % ; ~ ee 
. 4 "he ‘tig Loe eee cet bl ¥ ol 9 3 
Pa ear ees ee Ae a Ps. > 5 he Ee si : Pie c ‘ 
A * ah . ao ease SS = — . - * 
a i > as ee ee 
ti 3 fa ; Pi. r at | RRS a ere 
ee ti en ee te 
oO ie mies aA ee, . b 37 . Pe 
is _ ae ad mnt nce | hal ae EEe) 
: Kk. ag ee ey ae - = ” Ba Ps : 
i 
\ 
5 a Ps . ] ' 
* a ee ee BE ‘ — > 
-* Wee ss —— a aw a ] 
, ¥ ee 
a , : Pe ee a > ) 
$ ie: Se Bet eS eal i | 
ae | cam | eS TIME i ae 
Pee ie ; } ie Fi ‘ eo 5 fa 3 
- “4 . to sneetnessinesettieneecinyenee Biz Ps. 4 — 
7 . 4 —| . 
? a i oe aa ig Sasi iis MM ‘es asin: xs a m ’ / 
a Co : a 1 ele Rg eee. ot ee % ene nl i 
; « ee Oe well ee ae , OG 
& — 2 a s 5: ihe ine ie , 7 J i 
ie ‘a F ‘ a Se ty —S fn rely ; tye | 
TE gehe Ld ed = fe thas aw =} eS 2% ie ; soe 4 
ri oy ae er J — eS uel) Fa i - , . 
"peat i = # Fee a = or is ae ] 
ns, sili as 2 ll an - om be AT eidhg 2 a — : : 
es ” ee ae ; — oa a4 er he * oe 7 7 
- er eo DS ag Ti MEA aailataac E SE . ig Us sae. a od yfie! ed ie: tien : ! 
U 
Pe : 
U 
' 
OO ——CSSCSCSCs ay 
ra > a ee 7s = ‘ a : Pen! levarde saa cay a. eas, " Fil “ 


NOVEMBER 2, 1956 


THE HOME 
NEWSPAPER 
THROUGHOUT 


* 
JH 


* A >» 


Vol. 174 


Advertiser's 
Weekly 


The Journal of British Advertising & Marketing 
Mercury House, 


109-119, Waterloo Road, London, S.E.1. 


Telephone: WATerioo 3388 City Office: 
78/- A Year Post Free 


No. 


, 26? 


180 Fleet Street, E.C.4 


FRIDAY, NOVEMBER 2, 1956 


ADVERTISER'S WEEKLY 


Belfast 
Gelegraph 


THE HOME 
NEWSPAPER 
THROUGHOUT 


e 
JK 
& A * 


PUBLISHER STARTLES LANCASHIRE ADVERTISERS 


APPEAL FOR COMMERCIAL RADIO 


This follows 


Jack Richards 


activity by the company in recent years, 
Lyons. Since the start of commercial TV, Lyons 


‘Yorks Observer’ 


future of the daily “Yorkshire 
Observer.” The talk in Fleet 
Street was of a close-down or 


joint 
managing directors will not be 
available until Friday. If there 
is any truth in such rumours they 
will issue a statement at the 


proper time.” 

Published in Bradford, the 
“Yorkshire Observer” was 
founded in 1834. Its last ABC 


figure was 31,135. 


New agents soon 


for Regentone 


Gordon & Gotch Advertising 
Ltd. will shortly cease to handle 
the advertising of Regentone 
Radio and Television Ltd. and 
the Radio Gramophone Develop- 
ment Company. T. G. Day, 
Regentone advertising manager. 
said: “We are in the process of 
selecting two new _agents. “<4 


Guild president 


F. B. Greatwich (Berrow’s 
Newspapers Ltd.) was elected 
president of the Guild of British 
Newspaper Editors at the Guild’s 
general meeting on Wednesday, 
in succession to Morton H. 
Edmunds (Derbyshire Times). 


Jack Richards appointed 
Lyons’ advertising chief 


A change in the executive control of the Fleet 
Street publicity department of J. Lyons & Co. 
Ltd. has been announced this week. J. W. 
Richards has been appointed head of advertising 
for the Lyons company and its subsidiaries. 


“greatly increased advertising 


say 


have been one of the top six 
spenders in the medium. The 
department, which acts as 
the company’s space buyer, 
handles advertising for the 
Lyons group. 

Mr. Richards, who was ap- 
pointed deputy head of pub- 
licity and advertising in 1952, 
is a member of the Institute 
of Public Relations and of the 
Incorporated Society of British 
Advertisers’ radio and _tele- 
vision committee. 

He joined Lyons in 1946 
after war service with the 
Royal Signals in Iceland, the 
Far East and at the War 
Office. 


A public relations appoint- 
ment at Lyons is expected 
shortly. 

The changes follow the re- 
signation on October 1 of 
Colin Mann, whose title was 
head of publicity and adver- 
tising. 


TV ‘a lesson to 
Government’ says 


Glanvill Benn 


A surprise appeal by pub- 
lisher Glanvill Benn, chair- 
man of Benn Brothers Ltd., 
was made in Manchester 
last week for the Govern- 
ment to allow radio adver- 
tising in this country. 

—_—— advertising has now 

been in progress in this country 
for just over a year and clearly 
has already become a part of 
our lives,” he said. 

“Whether we like it or not, TV 
advertising is here to stay. 
Ought not the Government to 
learn the obvious lesson, and 
now at last allow radio adver- 

° 


“Why should your money be 
spent on the Continent to reach 
audiences in the UK when you 
might so much more easily and 
effectively use our own trans- 
mitting stations? The idea of 
the dear old BBC being subsi- 
dised by ISBA is too awful to 
contemplate, no doubt. The 
oa would be to cut her to 

one programme and to allow a 
rival IBC on the air.” 


@ Mr. Benn was speaking at a 
meeting of the Lancashire 
section of ISBA. 

Full report—page 5 


@ ‘News of the World’ 
in TV group 


| OTHER NEWS 
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Current Advertising—page 68 


Grocers market 


own brands 


Charles K, Green, past presi- 
dent of the National Federation 
of Wholesale Grocers and Provi- 
sion Merchants, is the president 
of Spar (Britain) Ltd., a newly 
formed marketing organisation 
which is to help selected inde- 
pendent grocers to compete with 
multiple and co-operative stores. 

Spars plan provides for 
national coverage. The organisa- 
tion will not manufacture goods, 
but will market selected brands 


of its own—with the name 
“Spar”—which will be advertised 
to the public. 


The Spar plan is already well 
known on the Continent, and is 
similar to the voluntary chain of 
food retailers in the USA. 


Gallet gs ADVERTISING 


promotes the sales of 
Owbridge’s Lung Tonic 
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No-permission monitoring of TV, films 


infringes 


new Act 


LAST-MINUTE COPYRIGHT AMENDMENTS 
By Our Legal Correspondent 


A number of last minute but important changes affecting 
advertising were made by the House of Commons in the Copy- 
right Bill which setae the Royal Assent yesterday. 


Starting on Sunday, an “entirely new 

TV advertising idea’ will be used 
in a series of 30-second commer- 
cials in Associated TeleVision 
Ltd.’s Midlands Children's Hour 
programme. 

‘onceived and organised by Foote, 
Cone & Belding Ltd. for their 

client Gibbs Solid Dentifrice, in 

association with ATV, producers 
of the “Robin Hood” TV series, 
the commercials will open with the 
same music as that used for the 

“Robin Hood” programme. 

They will offer children an “official 
Robin Hood hat’ with a badge 
signed by Richard Greene—the 
star of ‘‘Robin Hood’’—for 2s. 6d. 
and the seal from a tin of Gibbs 
Solid Dentifrice. 

The offer will be merchandised by 
means of special display boxes— 
above—for Midland _ retailers, 
tying up with the TV offer—and 
also designed and produced by 
FCB. 

An ITA spokesman said that it was 
understood that the series was 
only a short one, and would not 
appear actail in the same format. 


ra 


‘Year of success’ 
say contractors 


In The Times on Tuesday a 
whole-page advertisement taken 
jointly by the four TV _ pro- 
yramme contractors was headed 
“A year of success for indepen- 
_ dent television.” It gave details 
of the medium’s growth during 
the past twelve months. It 
claimed that advertising revenue 
on all stations had “increased 
steadily"—from £14 million at 
the end of last year to nearly £3 
million over the period June- 
August, 1956. 

The same advertisement, as a 
double-page spread, appears in 
this issue of ADVERTISER'S 


WEEKLY. 


The first concerned “sound re- 
cordings,” which means, in the 
new legislation, any form of in- 
strument for reproducing sound. 
such as a gramophone record, 
tape recorder, etc., but not the 
ve of a cinematograph 
film 

Normally, the owner of the 
copyright in such a recording is 
the maker of the record, but in 
the Committee stage of the Bill, 
Graham Page—a director of 
James M. Greenwood Advertising 
Ltd.—argued forcibly that where 
such recordings are commissioned, 
either for advertisement purposes 
or for private messages, then the 
copyright should be owned by the 
person who commissions the re- 
cording, in the same way as when 
a person commissions a photo- 
grapher to take a photograph 
then the copyright in the photo- 
graph is owned by the person 
who commissions. 

Derek Wailker-Smith, the Parlia- 
mentary Secretary to the Board 
of Trade, in the Report stage of 
the Bill, said he accepted this 
argument and the Bill was 
amended so that the commis- 
sioner of a record will be the 
owner of the copyright in the 
record. 

A second alteration affecting 
cinematograph films, also at the 
instance of Mr. Page, was that 
concerning the ownership of the 
copyright in advertising films. 

fhe Bill, as presented to the 
House of Commons last week, 
contained a “proviso” to the 
effect that when a film, adver- 
tising a person’s goods or services, 
was made as the result of a con- 
then 


tract, the copyright was 
owned by the person whose 
goods or services were being 


advertised—that is by the adver- 
tiser. 

Mr. Page, however, impressed 
on the Committee that it was the 
normal commercial practice for 
advertising films to be made as 
the result of contracts between 
advertising agents and film 
makers, and Mr. Walker-Smith 
agreed to delete this proviso 
from the Bill. 

He said that the ownership of 
the contract of the film should be 
a matter to be decided in a con- 
tract between the two main 
parties in this matter, that is, the 
maker of the goods and the 
advertising agent concerned. 

The third alteration affected 
cinematograph films, and _tele- 
vision and sound broadcasts. 

Under the provisions of the 
Bill, it is an infringement to make 

@ Continued on page 12 


The 26-ft. ketch “Orenda,” 


in which 
Bert Smith and Alan Battersby 
crossed the Atlantic, is now on 
display in the front hall of the 
“Daily Express’ office in Fleet Street. 
Later she will be a feature of the 
third National Boat Show, sponsored 
by the “Daily Express,’ at Olympia, 
from January | to 12. 


Party polities? 


At just one meeting Edmonton 
Council's town planning com- 
mittee rejected 18 applications for 
poster sites in the borough. 
Reason in each case—‘the pro- 
posals would be detrimental to 
the amenities of the area.” 

Seventeen of the applications 
came from London PIP Services. 
They had planned to put adver- 
tisement panels on the side walls 
of various houses and shops in 
the district. 

The 18th application came 
from Willing and Co. Ltd., who 
asked permission to erect a 48- 
sheet panel on the side-wall of 
Edmonton Conservative Club. It 
is a Socialist council. .. . 


124-year-old journal 
is to close 


Chambers’s Journal, which has 
been published continuously since 
1832 by W. & R. Chambers Ltd., 
is to close down after its 
December issue due to rising pro- 
duction costs. The editor, 
John M. Dickie, said this week 
that the magazine “was not suffi- 
ciently specialised to attract 
advertisers.” The amount of 
advertising carried had fallen off 
in recent years, although it had 
always been small. At the end 
of.the last century the circulation 
was 80,000. Now it is only 
10,000. 


Bonds campaign 
boycotted in 
Scotland 


The publicity campaign to 
launch the Government's pre- 
mium bonds scheme has received 
a set-back in Glasgow, Lord 
Provost Andrew Hood having 
refused to be associated with it. 
The Lord Provosts of Edinburgh, 
Aberdeen and Dundee have fol- 
lowed his lead in boycotting the 
bonds. 

Lord Provost Hood was asked 
to buy the first premium bond on 
sale in Glasgow when the scheme 
Starts this week. In accordance 
with his principles, however, he 
said he did not want to buy the 
bond, and, indeed, that he was 
opposed to the whole idea. 

He regards the premium bond 
scheme as a gamble, and con- 
siders it unhealthy for a nation 
to indulge in such gambling. 

Now the Scottish premium 
bond campaign faces a crisis. The 
Scottish National Savings Com- 
mittee said this week: “No com- 
ment.” 


Re-named agency's 


director dies 


Alfred Luckin, co-director with 
W. A. Henderson of Henderson 
Luckin Advertising Ltd., died on 
Sunday. 

This recently-formed agency 
has changed its name from 
Industriads Ltd., and acceptance 
of the name change by the 
Periodical Proprietors’ Associa- 
< is now awaited. 

Henderson states that the 
AL of his partner will not 
involve any alteration in the plans 
or activities of the company. 


Ads fourth in book 


sale factors 


Advertisements come fourth in 
the list of six factors influencing 
the public to select books pub- 
lished by G. Harrap & Co. Ltd., 
says a survey conducted by them. 

In order of influence the six 
factors are: reviews (34.06 per 
cent), personal recommendation 
(24.5), literature from publisher 
(24.3), advertisements (18.05), 
literature from bookseller (17.9), 
and browsing in bookshops (3.2). 


McLoughlin speaks at Dublin meeting 


A. A. McLoughlin, information 
officer of the Advertising Asso- 


ciation, at a meeting of the 
Advertising-Press Club in the 
Shelbourne Hotel, Dublin, 


stressed the advantages advertis- 
ing brought to the ordinary con- 
sumer. 

He said that it was not gener- 
ally realised that advertising was 
responsible for the low prices of 


its principal media—the news- 
papers and magazines. 

He added that good advertising 
made a product widely known 
without the extensive personal 
selling which in the long run put 
up the price of the goods. 

The talk was illustrated with a 
colour film “Advertising from the 
Inside.” 

More Club News—page 14 
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ADVERTISER'S WEEKLY 


‘No ABC ecertificate—no ads’ forecast at 


ISKBA meeting 


GLANVILL BENN HITS OUT AT OFFICIAL 
DEMANDS FOR UNIFORMITY 

Criticism of trade papers which linked editorial “puffs” with 
the sale of advertising space, and a warning that the time 
might come when advertisers might refuse to buy space in 
trade papers which did not publish ABC circulation certifi- 
cates followed a speech by E. Glanvill Benn, chairman of 
Benn Brothers Ltd., to members of the Lancashire section of 
the Incorporated Society of British Advertisers in Manchester 


last week. 

Speakers congratulated Benn 
Brothers Ltd. on joining the ABC, 
and the meeting was told that the 
sales manager of an engineering 
firm which 
advertised 
extensively 
in trade and 
techn cal 
journals had 
instructed his 
space buyers 
that they 
should treat 
the repre- 
sentatives of 
publications 
which had 
not joined 
ABC “ in the 
toughest 
manner.” 

Another speaker, representing 
a cotton firm, complained of 
trade papers which followed up 
editorial mention of a new line 
by. sending an advertisement 
representative along who sug- 
gested that “as I have had five 
replies to the editorial I ought to 
buy space.” 


Glanvill Benn 


The November issue of ‘Homes and 
Gardens” is the largest ever pub- 
lished, with a total of 248 pages. 
This issue also breaks the advertise- 
ment records for the magazine by 
having the largest number of adver- 
tisement pages ever—148, the largest 
number of colour advertisement 
pages—47, and the largest number 
of advertisers—308. Stuart Mander, 
advertisement director of George 
Newnes Ltd., has sent the issue to 
advertisers and agents in a wrapper 
band, which points out that 1956 
will be a record advertisement year 
for the publication. 


E. E. Walker, section chairman, 
said that advertisers had a right 
to know how many copies were 
printed and sold. The time might 
come when advertisers might re- 
fuse to buy space in journals 
which did not publish ABC cer- 
tificates. 

Speaking on “The Press of 
Trade and Industry—Today and 
Tomorrow,” Mr. Benn said that 
no other country in the world 
was so well served by specialist 
journals as the United Kingdom 
The Newspaper Press Directory 
listed 1,580 trade and technical 
journals. 

“A common factor with all 
these journals is that they are 
fundamentally serious,” Mr. Benn 
continued. 

“Their object in life is to help 
the trades, industries or special 
interests whose progress they are 
designed to serve and record. 
They are trade intelligence ser- 
vices. 

“Each is, or should be, a clear- 
ing house for information about 
a particular industry, local. 
national, or world-wide, depend- 
ing, of course, on the character 
of the trade concerned.” 


‘Tied’ journals 

A recent development had been 
the increase in the importance, if 
not in the number, of tied 
journals which were the official 
organs of various associations. 
For some time they had been in 
a relatively favourable position 
vis-a-vis their independent con- 
temporaries, due to the incidence 
of taxation, but history was 
against them in the long run. 

After pointing out that for two 
or three years past all wartime 
restrictions had gone, so that free 
competition existed in the pub- 
lishing world once more, Mr. 
Benn added: “That has had the 
effect, under some pressure from 
ISBA and other bodies, to make 
for, in my view, rather too much 
uniformity. 

_“Type area 10 in. by 7 in. is a 
size that you recommend. It has 
great advantages from the point 
of view of convenience and inter- 
changeability of blocks and so on, 
but it does mean that many 
papers look too much alike.” 

Referring to the “new free con- 
trolled circulation trade papers,” 
Mr. Benn thought it unlikely that 
they would “knock-out” the tradi- 
tional paid-circulation papers. 
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“Brides,” published by “Vogue” 
and “‘House & Garden,” will appear 
next week in a 150-page issue, the 
third since the magazine was 
launched last.autumn. Each issue 
has a distribution of 10,000, sent to 
brides-to-be whose engagements are 
announced in leading national and 
provincial papers. The Autumn- 
Winter 1956 issue Carries 87 pages of 
advertisements of which 19 are in 
full colour. 


‘New’ artists 
exhibition 
at IPA 


The first Artists’ Exhibition or- 
ganised by the Institute of Prac- 
titioners in Advertising for “new” 
artists was opened by Sir William 
Holford, the architect, at the 
IPA’s headquarters, Belgrave 
Square, last Wednesday. . The ex- 
hibition closes today (Friday). 

There have been 117 pictures 
on show representing the work of 
76 artists. These were selected 
from an original entry of 337 
from all over the country, in- 
cluding one from as far away as 
Malta. 

The purpose of the exhibition 
was to introduce “potential new 
talent into the field of advertis- 
ing art by enabling art directors 
of advertising agencijes to see ex- 
amples of the work of lesser 
known or unknown artists who 
have had little or no commercial 
experience.” 


Technical ad 
men ‘working 
in the dark’ 


Speaker at the first technical 
committee luncheon of the Incor- 
porated Advertising Managers’ 
Association, held in London, was 
Roy Bagot, group publicity man- 
ager of Kelvin & Hughes Ltd. He 
gave a talk on how the introduc- 
tory campaign for his company’s 
new radar equipment was pre- 
pared. 

During question-time he-~ said 
that in technical advertising little 
research or readership statistics, 
such as ABC figures, were avail- 
able. Thus a scientifically-planned 
coverage without overlap was 
“virtually impossible.” 

He advocated that a “strong 
line” should be taken in technical 
advertising circles to create a 
better source of information of 
quantitative and qualitative 
readership statistics. 

“There is no such thing as 
scientific advertising in technical 
advertising. We are all working 
in the dark, acting on our own 
intuition and personal assessment 
of circulation figures. Indeed, 
technical advertising is ten years 
behind consumer advertising,” he 
said. 


McCanns on the move 


The following departments of 
McCann - Erickson: Advertising, 
Ltd.—accounts and checking, 
media and outdoor, print, re- 
search, and television — have 
already moved into the: agency's 
new building, McCann-Erickson 
House, at present being con- 
structed in Fetter Lane adjoining 
the Monotype building. By Mon- 
day, all the- other departments 
will also be installed. 


Manchester viewers 
Nielsen Television Index esti- 


mates that there were 557.000 
ITA-equipped homes in Man- 
chester within the primary and 
secondary service areas of Winter 
Hill by the end of October. 


Sir William Holford (left) and Lt. Col. Alan M. Wilkinson, president of 
the IPA, examine some of the eee in the Artists’ Exhibition at Belgrave 
quare. 
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British firms ‘neglecting 


fair opportunities’ | i». 


JOURNAL CRITICISES BOARD OF TRADE 
BUDGET OF £150,000 


Britain is continually losing valuable export opportunities 
because the Government is failing to promote the proper dis- 
play of British goods at overseas trade fairs. This warning is 
given in a survey made by “Business,” and published in this 


NoveMBer 2, 1956 


export 


12-town scheme 
for French 
Fortnight 


A French Fortnight will be 
held from April 1 to 14 in 
London and 12 other cities and 
towns in the United Kingdom. 


W.& &.GIEMEY LIMITED 
WIN) MERCHANTS & D 


=D 


This wine list, resembling a passport 
in appearance and entitled ‘Wine 
passport to wise drinking,” has been 
issued by W. & A, Gilbey Ltd. It is 
being featured in the seven-minute 
Associated TeleVision programme, 
“Wine for Everyman,” being trans- 
mitted from Birmingham for Mid- 
land viewers on alternate Wednes- 
days at 10 p.m. Alfred Pemberton 

Ltd. are the agents. 


month’s issue. 
Whereas most other countries 
have an official central fair 


authority which assists in~ the 
running of individual fairs, this 
country has no such organisation. 
And because of their limited 
funds the Board of Trade can 
participate only at a few major 
overseas trade fairs, says the 
journal. 

The Board of Trade’s annual 
budget for overseas fairs is 
£60,000, and even when the late 
BIF’s publicity funds are added, 
the amount will still only be 
£150,000. The survey contrasts 


The Samson Clark directors photographed at Miss Reynolds’ party. 


are (I. to r.) R. A. Loader, 


They 


Miss J. A. Reynolds, Stuart Rose, Miss G. 


Thomas, P. J. Christie and H. C. Tuck. Miss Reynolds is holding a bouquet, 
with an inscribed-label in silver, presented to her as a memento of the 
evening by her fellow directors. 


Samson Clark look forward to the 
‘next successful 60 years’ 


Miss J. A. Reynolds, chairman 
of Samson Clark and Co. Ltd., 
gave a dinner and dance last 
week to all members of the staff 
to mark the 60th anniversary of 
the agency’s foundation. 

Some 370 people, employees of 
Samson Clark and its associate 
companies, with their wives and 
husbands, attended the function 
in the Windsor Room of Lyons 
Coventry Street Corner House. 

There was a cabaret and 
dancing. 


‘Happy evening’ 

In a message printed in the 
specially designed menu, Miss 
Reynolds wrote :— 

“I thought it would be a good 
idea if, before the year 1956 
closed, all those who are today 
engaged in the activities of the 
company and its several asso- 
ciates, were to spend a happy 
evening together, with their wives 
and husbands, free of day-by-day 


cares and preoccupations, rather 
in the way that our founder used 
so demonstrably to enjoy.” 

Each lady present received a 
personal gift. 

The toast to the Samson Clark 
organisation, coupled with the 
name of Miss Reynolds, was pro- 
posed by J. C. Oldfield, the 
youngest director, in terms of 
service of the youngest active 
associated company. (See page 8.) 

Miss Reynolds in her reply 
referred to the “triumphs” of the 
organisation and to the “difficul- 
ties it has successfully surmounted 
through three wars.” 

She emphasised the value of 
the team spirit which had pre- 
vailed throughout the firm’s long 
life and which she was sure would 
contribute to a further “60 
successful years and yet another 
60.” 


Principal of the organisers of 
the party was J. T. Davidson, 
assistant secretary of the com- 
pany. 


this with Germany's total of 
£212,800, and next year’s USA 
appropriation of £1,300,000. And 
Russia and her satellites “spend 
an enormous sum every year at 
overseas trade fairs.” 

“This year there have been 
some particularly unfortunate 
examples of British neglect of 
overseas trade fair opportunities,” 
says Business. 

the British 


While visiting 
pavilion at this year’s Zagreb 
Fair, the Jugoslavian Prime 
Minister commented : 

“Is not Britain an 
power any more?” 

Only a handful of British firms 
were represented—although 
Zagreb is one of the few interna- 
tional fairs behind the Iron 
Curtain. 


industrial 


‘Small pickings’ 


F. Meyvaert, president of the 
Ghent Fair, made some caustic 
remarks about British manufac- 
turers in an _ interview with 
Business. 

He said: “The seeds now being 
sown will bear fruit in about five 
years’ time—and British manu- 
facturers’ pickings will be 
negligible. Their negative attitude 
is slowly undermining British 
prestige . . . they do not seem 
aware that a common European 
market is building up, and that 
Belgium is the nearest gateway to 
that market. 

“Already, the Germans and the 
Italians are building up tremen- 
dous prestige value for their pro- 
ducts by styling for the market 
and by using modern marketing 
and publicity methods.” 

Not all British efforts at over- 
seas trade fairs can be criticised, 
says the survey. Some “progres- 
sive” firms even have a policy of 
“one exhibition per country per 
year.” And at the Damascus Fair 
this year, “British participation 
was on a larger scale than that of 
any other country.” 


Scots’ TV theatre 


Scottish Television Ltd. have 
purchased the Theatre Royal in 
Hope Street, Glasgow, as their 
headquarters for commercial TV 
in Scotland. They wil! occupy it 
from February 18. Until then 
the theatre will operate normally. 
Thereafter, it will be given a 
major overhaul to make it suit- 
able for a staff of about 100, with 
all the necessary facilities for 
television. 


Object will be the promotion of 
Anglo-French economic relations 
and interest in French consumer 
goods in leading stores and shops. 

The cities and towns in which 
the promotion will take place 
are: Belfast, Birmingham, Brad- 
ford, Cardiff, Chester, Edinburgh, 
Glasgow, Leeds, Liverpool, 
London, Manchester, Newcastle- 
on-Tyne, and Sheffield. 

A number of stores and shops 
outside these towns are also 
expected to organise special dis- 
plays of French merchandise 
independently, say the organisers, 
L’Union Frangaise des Industries 
Exportatrices. 

‘Vogue’ brochure 

The promotion will primarily 
take the form of window and 
departmental displays. Point-of- 
sale material is being offered by 
the organisers, and in a brochure 
specially prepared by Vogue at 
the organisers’ request. 

A display competition open to 
all participants is being organised, 
and a special French Fortnight 
poster is in preparation. 

The Union Francaise des 
Industries Exportatrices com- 
prises 100 trade groups covering 
the majority of industries manu- 
facturing consumer goods, and 
acts under the direction of the 
French Permanent Committee for 
Fairs Abroad. 

The fortnight will be under the 
patronage of the French Embassy 
in Great Britain. 

The representatives in the UK 
- Robert Brandon & Partners 

td. 


OUNTRY LIFE 
| ti ANNUAL 


ren BO 


The “Country Life Annual, 1957,’’ is 
now on sale at 8s. 6d. It contains 
a total of 224 pages. The total 
number of advertisement pages is 
95, 17 of which are in colour. 
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Upwards trend in 


Work on the installation of the 
two new 100-kilowatt transmitters 
planned for the English trans- 
missions of Radio Luxembourg 
is now complete, it is reported. 
The two new transmitters will 
operate as from December 5. 

Social Surveys (Gallup Poll) 
state that their autumn-winter 
report on the Radio Luxem- 
bourg’s audience in Britain and 
Ireland will cover the following 
dates:—Thursday, October 11; 
Friday, October 26; Saturday, 
November 10; Sunday, Novem- 
ber 18; Monday, November 26 ; 


ADVERTISER'S WEEKLY 


listenership claimed for Luxembourg BRITISH ADS 


Tuesday, December 4, and Wed- 
nesday, December 12. 

Provisional figures 
are reported to indicate a general 
upward trend as compared with 
last February and the previous 
November—which have always 
been regarded as peak listening 
months for Luxembourg in this 
country. 

“When a complete analysis is 
made of the audience figures for 
the summer it will also be shown 
that the audience was higher than 
for previous summers,” says 
Luxembourg. 


Almost a year ago, when 
research into the public’s reaction 
to the English transmissions was 
carried out by the Gallup Poll, 
the general conclusion reached 
was that with improved reception 
some 11 million adults would 
either listen or listen more 
frequently in Britain. 

Radio Luxembourg is launch- 
ing a drive to persuade sponsors 
to be more imaginative in the 
handling of their commercials— 
“owing to a tendency to fall into 
a set routine in preparing sales 
matter for radio in the past.” 


‘News of the 


This is 
which Sunbeam Wolseley Lid., in 


the colour-keyed album 


conjunction with “Vogue,” 

introduced as a guide to women to 
the newest shades in nylons and the 
fabrics and shoe leathers which 
complement them. The fabrics are 
by Jacqmar Lid., and leathers by 
Bolton Leathers Ltd. The fabrics 
are further illustrated in “Vogue’’ 
patterns, the key numbers of which 
are quoted in the album. The 
album, with its } in. white cellulosed 
wire standard, will be displayed on 
the counters of retailers throughout 
the Irish Republic. It was designed 
by O’Keeffe’s Lid., Dublin, and 
printed by Temple Press, Dublin. 


‘Telegraph’ link 
with film 


The Daily Telegraph, which is 
referred to both in the Jules 
Verne book Around the World in 
80 days and in the film, has pre- 
pared a miniature copy of its 
May 11, 1872, issue, measuring 
44 in. by 6 in. and bearing on the 
front page a box with the words: 
“This miniature copy of the Daily 
Telegraph is presented to you as 
a souvenir of the film premiére, 
Around the World in 80 Days.” 

Copies of the miniature were 
distributed to members of the 
audience on the first night, and 
copies of the Daily Telegraph of 
the next day, which contained a 
report on the press preview, were 
flown from London to New York 
where they were distributed to 
the audience on the second night. 


World’ interest in Welsh 
TV contracting group 


STATION OPENS LATE NEXT YEAR 
Newspapers’ financial stake in commercial television is to 
be increased by the close association of the “News of the 


World” with the new programme contracting group for South 
Wales and the West of England. 


W. Emsley Carr, chairman of 
the News of the World Ltd., is 
one of the directors of TWW Ltd. 
(Television Wales and Western), 
as the new company is called, and 
Mark Chapman-Walker, the jour- 
nal’s manager, is the company’s 
managing director. 

The News of the World—which 
has long taken a keen interest in 
Welsh affairs—has an imoortant, 
but not a controlling, interest. 
Sir Alexander Maxwell, who is 
on the board of the TV concern, 
is an associate of Jack Hylton, 
and the Imperial Tobacco Co. is 
also financially involved. 

The Independent Television 
Authority hopes to start the con- 
struction of its new Wales and 
West of England transmitting 
station early in the New Year, 
and an application for planning 
permission has been submitted 
for a station to be located a few 
miles west of Wenvoe and to be 
known as St. Hilary. 


2? million people 

The Authority plans to bring 
this station into operation towards 
the end of next year. It will cover 
South Wales and areas to the east 
and south of the Bristol Channel, 
including the Bristol and Taunton 
areas, reaching a population of 
about 2,750,000. and will be 
linked to the five other ITA 
stations. 

The programme contracting 
group whose application has 
been accepted by the ITA “sub- 
ject to contract” is under the 
chairmanship of the Earl of 
Derby. His colleagues on the 
board include Viscount Cilcennin, 
former First Lord of the 
Admiralty, who will be chairman 
from next March ; Herbert Agar 
(USA). the historian. former 
Assistant to the US Ambassador 
in London; Sir Ifan ab Owen 
Edwards, a leader of civic and 
cultural life in Wales; Ald. Huw 
T. Edwards, a member of the 
National Council] of Wales and 


of many other important public 
bodies in Wales ; Alfred Francis, 
administrator-general of the Old 
Vic Theatre, London, the Old Vic 
Theatre, Bristol, and Dramatic 
School, Bristol; Sidney Gilliat, 
the film producer; Percy Jones. 
chairman of Newport County 
Football Club; D. V. P. Lewis, 
a member of several public 
bodies in Breconshire ; Lt. Col. 
H. M. Llewellyn, the horse show 
jumper ; Sir Alexander Maxwell, 
war-time Tobacco Controller and 
holder of many public positions ; 
Eoin Mekie, industrialist and air- 
ways director ; and Sir Grismond 
Philipps, Lord Lieutenant of Car- 
marthenshire and holder of many 
public offices including chairman- 
ship of the Historic Buildings 
Council for Wales. 


The South Wales and West 
transmitting station will be the 
sixth to be opened by the ITA 
since September 1955. Approxi- 
mately 72 per cent of the popula- 
tion of the UK will then be 
covered. 


The National Broadcasting 
Company of America, whose 
name was originally mentioned in 
connection with the new group, 
has withdrawn its application at 
the request of the ITA. 


IN POLISH 
JOURNALS 


It is now possible for British 
firms to advertise in the Polish 
press. Agpol, the Polish publicity 
agency, has appointed Universal 
Advertising as its British adver- 
tisement representatives. 

In all, 70 publications, in- 
cluding daily newspapers, maga- 
zines, and trade papers have 
opened their columns to advertise- 
ments, and this number is likely 
to be increased. 

British manufacturers are now 
able to get into direct touch with 
Polish technicians, business man- 
agers, and the general public. 

For the monthly Foreign Trade 
the rate is £43 per page; £25 half- 
page. Trade journals are £57 Ss. 
per page; £32 5s. half-page; £18 
quarter-page; and £10 15s. eighth- 
page. Newspapers and magazines 
range from £3 10s. sci upwards 
according to circulation, type of 
publication, and column width. 


John Oldham (right), chairman of 
Oldham & Son Lid., with A. G. 
Jenkins, city editor of Kemsley 
Newspapers, one of the 40 jour- 
nalists and press representatives at 
the company’s 27th Annual Motor 
Show Dinner held on Thursday of 
last week at the Connaught Rooms. 
During his speech Mr. Oldham 
announced that his company would 
shortly be adding a new power 
battery designed for the mining, 
commercial vehicle, traction and 
telecommunications industries to 
their range of products. This year 
there was a record attendance of 
450 guests at the dinner. 


‘Factory’ where TV scenery is made 


The work which goes on at the 
City Display Organisation's pre- 
mises at Shepherds Bush was 
shown to a party of journalists 
last week. The party toured the 
vast halls—the “factory” as it is 
called—and saw stands being pre- 
pared for exhibitions, sets being 
made up for television pro- 
grammes and commercials, and 
the store places for back cloths 
and stock scenery. 

It is this firm which supplies 
the scenery for Associated- 
Rediffusion Ltd.’s programmes 
every week. 

A-R were first faced with the 


problem of oviding scenery 
early in 1955. When its Wembley 
Studios were acquired there were 
no facilities for building scenery, 
and City Display made availab 


PR and management 


Eric Williams, honorary press 
officer of the Institute of Public 
Relations, gave a talk on public 
relations and management to 
members of the Management 
Training Course organised by the 
British Institute gf Management, 
at Management House last week. 


3 rt Pees oe i= Bie 4 in 
ss a a. wal ee poccel al “arene ae aw 
PC 7 ee 
ss ee 
Puntennen a Py : 
3 icdete é “ 
: ¥ ae oo 
| \ _— 
= * - % 
ee a ¢ e ‘= + 
A fl . 
e *# 
os 3 Us fe 
7 - _ a 
> 


ADVERTISER’S WEEKLY 


J. C. Oldfield 
named P & PR’s 
new chief 


James C. Oldfield, formerly with 
Hulton Press Ltd., the Daily Herald, 
and the US Office of War Infor- 
mation, has succeeded W. Murray 
Edwards as executive director of 
Press and Public Relations Ltd. Mr. 
Oldfield joined Press and PR 
Ltd. in September (ADVERTISER’S 
WEEKLY, September 7) as a director. 
Mr. Oldfield left Hulton Press Ltd.. 
after postponement of publication of 
the projected Hulton coloured 
Sunday, Sunday Star, on which he 
was to have been in charge of the 
news side. Before joining Hultons, 
he worked for nearly ten years on 
the Daily Herald and was the 
Herald’s foreign editor from 1951 to 
1954. Under his direction Press and 
PR Ltd. are planning to expand 
their activities. 

* * * 

A. E. Abrahams Jar. has joined 
the board of Sydney Benskin & Co. 
Ltd. and Minimode (Children’s 
Wear) Ltd. Mr. Abrahams is chair- 
man and managing director of 
Abrahams Publicity Holdi.gs Ltd., 
J. Abrahams & Sons, Ltd.. A. E. 
Abrahams Trust Ltd., Co-ordination 
(Press & Publicity) Ltd., Corona 
Printers Lid., and a director of 
Nevin D. Hirst (Advertising) Ltd. 

ef - * 


David Gunn has joined Reveille 
Newspapers as an advertisement 
representative. He was formerly 
with Organization and Methods 
‘Publishing Co. Ltd., as senior adver- 
*tisement representative for the past 
ten months. Previously he was with 
the Daily Sketch and Associated 
Newspapers for six and a half years. 

* . * 

R. W. King and Noel Blackford, 
directors of Plan International Ltd.. 
are visiting Scandinavia this week- 
end in connection with important 
developments of the company. The 
Plan organisation is the _inter- 
national group formed by Richard 


Lonsdale-Hands Associates, Green- 
lys Ltd. and F. J. Lyons Ltd. 
* * * 
John Waddington Ltd. have 


appointed K. W. Jackson, of Acton, 
to represent them in London and 
district for their advertising playing 
cards. 


AND 7 


PRINCIPAL BRANCHES 


J. C. Oldfield 


To_ facilitate the reorganisation 
of Bowater’s administration in 
North America, Arthur Baker has 
relinquished his appointment to the 
board of Bowaters Southern Paper 
Corporation and has been elected 
to the board of Bowaters United 
Kingdom Pulp Paper Mills Ltd. 
In addition. A. S. Linforth and 
D. C. Doughty, the mill managers 
respectively of the Kemsley and 
Sittingbourne’ divisions of the 
United Kingdom mills company, 
have also been appointed to that 
board. 


P & D promotions 
Colin Laird, managing director of 
Pearl and Dean Screen Advertising 
Ltd., has announced the two follow- 
ing ‘promotions : A. C. Chadwick, 
formerly with the sales force in 
P & D (Overseas) Ltd.. to branch 


manager, North-West division, with 
headquarters in Manchester: and 
G. P. Roche, who has had 12 years 
on the cinema buying side, to 


branch manager for Scotland. with 
headquarters in Glasgow. 
*x * * 


Stan Burke has been appointed 
account executive of the film 
accounts handled by Allardyce 
Palmer Ltd. He joined Allardyce 
Palmer in » Sameney, 1951. 

* 

Michael a formerly 


features editor of Courier, has joined 

Ind Coope & Allsopp Ltd. as public 

relations officer. He will also he 

responsible for the production of Ind 

Coope & Allsopp’s house-magazine, 

The Red Hand. 
* * * 

After some 30 years on the staff 
of Kettering Industrial Co-operative 
Society Ltd.. W. A. S. Wakefield 
has been appointed publicity and 
education officer of the Society. As 
well as dealing with the Society's 
public relations and advertising. Mr. 
Wakefield will also be concerned 
with the education of employees and 
will act as liaison officer for 
the various Co-operative Guilds. 
Latterly he has been working as sec- 
tion head at the Kettering general 
office 


J. R. Yates 


B. Martin G. 


Brenda Martin has joined the 
public relations division of J. Peers 
& Associates Ltd. Formerly, Miss 
Martin was with the public relations 
department of F. C. Pritchard. 
Wood & Partners Lid., and later 
joined the press office of Associated 
TeleVision Ltd. She has recently 
returned from the Continent where 
she was doing research work. 

o * * 

Kemsley Newspapers have ap- 
pointed J. G. Mcintosh to be classi- 
fied advertisement manager in Car- 
diff of the Western Mail and South 
Wales Echo. following the retire- 
ment from this position this week 
of A. Neish. Mr. Neish had been 
with the Cardiff newspapers since 
1912. 

7 * * 

Alan Arnold, tour the past four 

and a half months publicity direc- 


tor for “The Sleeping Prince,” left 
for America this week. He is to 
settle in New York where he will 
operate as an independent writer 
and publicist. Taking over as pub- 
licity director for the film is Bill 
Batchelor. 


A. Wise joins Frewin 

Andrew Wise, formerly with Pear! 
& Dean Ltd., has joined the Leslie 
Frewin Organisation Lid. as an 
account executive Mr. Wise has 
been an account executive § at 
Gordon & Gotch (Advertising) Ltd. 
and assistant advertising manager of 
Joseph Tetley & Co 

* * * 

Peter Smith has joined the stafl 
of D. J. Keymer & Ca, Ltd., as 
account executive He was pre- 
viously with Erwin Wasey & Co., 
Ltd. 

* + * 

John R. Yates has left the copy 
department of Leggct Nicholson & 
Partners Ltd. to take up the position 
of planning and copy chief at D. J. 
Mackridge & Partners Ltd. Mr 
Yates was formerly a group leader 
at Greenlys Lid. and copy chief of 
Smees Advertising Ltd. He has also 
had direct mail experience. He 
with Graham & 


began his career 
Gillies Ltd. 


P. Roche 
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F. Perkins ig _head of the 
Peterborough firm, F. Perkins Ltd., 
whose jubilee falls Fe: year, dis- 
cusses special publicity and adver- 
tising with V. J. Sayles, managing 
director of Crane Publicity Ltd., who 
have handled this account for 23 
years. 
= * * 

After 23 years as secretary of the 
Lancashire section of the Incor- 
porated Society of British Adver- 
tisers, J. Walker has resigned. His 
successor, R. N. Wilson, is publicity 
manager for Vantona Textiles Ltd.. 
of Manchester. Before his retire- 
ment in 1954, Mr. Walker was pub- 
licity manager for Mather & Platt 
Ltd.. engineers, in Manchester 
Earlier, he had spent 15 years as 
publicity manager to a firm of oil 
engine manufacturers in Lincoln 
Mr. Walker's association with ISBA 
goes back 38 years 

* * * 

D. G. Stokes, the general sales 
and service manager of Leyland 
Motors Lid., left London Airport 
last week on an extensive tour of 
the Indian sub-continent. Focal 
point of the tour will be Madras 
where the company of Ashok Ley 
land is undertaking manufacture of 
Leyland Comet diesel trucks. 

* 

Ss. W. Colyer has joined the staff 

of Alfred Bates & Son Ltd. as senior 


account executive. He was pre- 
viously with Armstrong-Warden 
Lid. In addition to servicing a 


group of accounts, Mr. Colyer is 
also to control Alfred Bates’ tele- 
vision department, working in close 
liaison with the agency's four pro- 
vincial offices. Alfred Bates have 
just installed a private cinema in 
their London office. 


Latest Wills 


Bexxakp James Cooper, of Market 
Rasen, Lincs, chairman of Whittingham 
& Baty Ltd., publishers of the Marker 
Rasen Mail, left £27,543 3s. 1d. gross 
£26,722 17s. 4d. net value. (Duty paid 
£4,774.) 

Mason Guy Hurst Woop, chairman 
of Surridge, Dawson & Co., Ltd., and 
managing director of William Dawson 
& Sons. Ltd., wholesale newsagents 
left £46,397 6s. Sd. gross, £45,241 3s. Id 


net value. (Duty paid £4,165.) 
Ernest Jonn Farmer, of Tolworth, 
Surrey, for many years publisher of the 


Surrey Comet, left £2,931 14s 
£1,086 10s. 2d. net value. 
Witttam Josern HarpMan, 
burton, near Huddersfield, 
agent, left £5,872 2s. 3d. 
17s. 8d. net value. 


3d. gross, 


of Kirk- 
advertising 
gross, £5,737 
(Duty paid £166.) 


EFFICIENT SERVIC 


McLELLAN - DIRECTOR 


SOUTH COAST 
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As a merchandise 
manager... 


I can usually recognize readers of 


Grood HMowseheeping 


From the moment they come into the shop they seem published specially for the people who do the shop- 


to know exactly what they want and why they want it ping. You'd be surprised how often I hear them say: 
—TI suppose that comes of reading a magazine that’s “T saw it advertised in Good Housekeeping”. 


It pays to keep advertising in Britain’s foremost home magazine—and it costs only £390 a page 


Olive A. Bird, Advertisement Manager, GOOD HOUSEKEEPING, 33 Ashley Place, London, 8.W.1. VICtoria 6699 
Good Housekeeping is published by THE NATIONAL MAGAZINE COMPANY LIMITED 


Publishers of : Good Housekeeping - Harper’s Bazaar - Vanity Fair - House Beautiful - She - ‘The Connoisseur 
The Good Housekeeping Books Proprietors of : The Good Housekeeping Institute 
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First-year spending 
on TV—£9im. 


Two separate research organisations have found that nearly 
£94 million was spent on commercial television advertising 
during the first 12 months of ITV. 

Media Records. who publish the Statistical Review of Commercial 
Television ‘Advertising, estimate the total expenditure at £9,392,298. 


Television Press Agency Ltd. give the figure of £9,487,133. Their 
breakdowns are as follows: 
Media Records TPA 

| eee £3,571.933 £3,488.427 
ee | eerie £2,310,590 £2,198,088 
Birmingham ATV _......... £987,007 £980,648 
sedndibees £585,339 £747,735 
Manchester Granada ......... £1,597,422 £1,623,142 
aE, | etiasebsich £340,007 £449,093 


According to TPA, in London, where commercial TV operated a 
full 12 months, there were 15,836 advertisements; in Birmingham 
(since February), 11,652 advertisements; in Manchester (since May), 
5,948 advertisements. 

Media Records give the total number of advertisers during the year 
as 1,131. 

TPA list the top 10 advertisers on all stations in all areas as: 1. 
Associated Newspapers—£226.355. (Daily Mail, Daily Sketch, Even- 
ing News and Sunday Dispatch); 2. J. Lyons and Co.—£172.252. (Sun- 
fresh, Bev, Chico, tea, orange juice); 3. Hedleys—£168,215. (Tide, 
Daz, Fairy Soap, Gleem, Drene); 4. Hudson and Kn'ght—£160.507 
(Omo, Vim, Knights Castile); 5. Lever Bros.—£150.322 (Surf, Lux, 
frozen plaice, Rinso); 6. Shell Mex and BP—£126,810 (petro! and oil); 
7. Esso, £121,754 (petrol and oil); 8. Cadburys—£120.536 (Bournvita, 
Dairy Milk, Milk Tray, Snacks, drinking chocolate, chocolate 
biscuits); 9. Van den Berghs—£118.320 (Stork, Golden Dawn, 
Cookeen, Summer County, Spry); 10. Beechams—£95,634 (Powders, 
Pills, Murraymints, Lucozade.) 

The above figures are based on TPA’s Monitoring Service. Bonus 
advertisements as announced by the contractors have been included in 
the total number of advertisements and an allowance made in the 
costs. No allowance has been made for long contract rebate to adver- 
tisers or agents. Media Records have also made allowances for 
bonus spots, except from Granada’s Manchester station. 


Cow & Gate's stand at the recent 

Nursing Exhibition held at Seymour 

Hall had a showpiece featuring their 
new cereal food. 


21st birthday 
ad brochure 


To commemorate its 21st birth- 
day, which took place in March. 
Stonehouse Advertising Ltd., the 
Hull agency, has issued a bro- 
chure which explains its objec- 
tives in advertising. 

L. Stonehouse, managing direc- 
tor, who is a native of Notting- 
ham, started his career in adver- 
tising on the Nottingham Even- 
ing Post, shortly after the first 
world war. He then formed his 
own agency in Nottingham, but 
in 1926 transferred the accounts 
to Morrisons Advertising Ltd., 
whom he joined as production 
manager. 

When this firm was taken over 
by Mills & Rockleys Ltd. towards 
the end of 1934, he left to form 
his present agency. 


NO SEASONAL 


Prize-winner in 
| Bird’s contest 


analysis of commercial television’ 


charts, which show percentages in 

Each page seeks to give answer 
to a specific question—what kind 
of home owns a TV set?; how 
long does the average home 
watch TV?; how many men, 
women and children watch ITV 
and when?; how do viewing 
habits change during the year?; 
what kinds of products are adver- 
tised on TV? are some of the 
queries which are answered. 

It is accepted that the viewing 
level is much higher in winter 
than in summer—but in London 
the growth in the number of ITV 
homes has been so great that 
First prize-winning display in the SUmmer audiences during 1956 
Bird’s Cereal Competition was by Were approximately twice as large 
S. G. Anderson, The Village Seaves, as those of the peak winter 

Gt. ae nr. pina Beds. months, 


DROPS IN TV 


VIEWING YET—NIELSEN 


The A. C, Nielsen Co. Ltd. have 


roduced their own oe 
$s first year of operation. Titled 


Measuring Up, the 20-page booklet gives its research data in block 


ruled sections. 

And Nielsen forecast that, 
owing to the ever-increasing num- 
ber of viewers, a seasonal dip in 
the summer as compared to the 
previous winter will not take 
place for some years. 

The Nielsen research shows 
that household commodities 
account for 20 per cent of all 
commercials screened, followed 
by beverages with 16 per cent, 
food with 14 per cent, toilet pre- 
parations with 11 per cent and 
cars, oils, petrols, etc., with 10 
per cent. 

Many advertisers appear to be 
reducing the length of their spots 
— approximately a third of all 
commercials screened are now of 
the 15-second type. 
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Mark Fawdry Ltd. 


celebrates 


coming-of-age 


Mark Fawdry Ltd. comes of 
age this year. To _ celebrate, 
Pnilip Fawdry, the managing 
director, and his fellow directors 
gave a party yesterday (Thursday) 
evening at Claridges for their 
friends in advertising. including 
the heads of other agencies and 
newspaper advertisement 
directors. 

Twenty-one years ago the com- 
pany started above Dent's, the 
pubiishers, in Bedford Street, 
Strand. Mark Fawdry, who 
started the venture, was joined by 
his brother, Philip, now head of 
the firm, a year later. Among 
earliest clients were the Halifax 
Building Society and - Benson's, 
the watch makers and jewellers. 


Took over agency 


Two years later, the firm moved 
to larger premises in Golden 
Cross House, and in the follow- 
ing year acquired another agency 
—Kennington’s—moving in the 
process to the latter’s offices in 
Regency House, Warwick Street, 
off Piccadilly. 

The war interrupted the 
agency’s development and in 1945 
the agency had practically to be 
rebuilt. It was at this time that 
Mark Fawdry decided to retire 


from the company and the 
present managing director 
acquired his interest. 

Business expansion 


The pre-war offices had been 
sublet, but gradually the com- 
pany recovered parts of its old 
premises and in 1953 moved to 
more extensive premises in Han- 
over Court, Hanover Street, W.1, 
because of an expansion in busi- 
ness. 

The executive directors are 
Philip Fawdry (managing), Arden 
Scott-Fisher (one of the original 
Fawdry personnel of the 30’s, 
who commenced his advertising 
career with W. S. Crawford Ltd.), 
Michael Romain (public relations 
and publicity consultant), and 
F. . Banks. Secretary and 
financial director is Henry Dod- 
well, senior partner in Stafford 
Rudkin, accountants. Mr. Dod- 
well is also a director of Eden 
Fisher, a major printing group. 


On the move 
The machinery department of 
Gordon and Gotch Ltd. is mov- 


ing to larger premises at 39-40, 
renee © Street on mepew. 
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| me SN Study your markets 
in CANADA! 


COMPLETE, UP-TO-DATE 
MARKET ANALYSIS OF SEVEN 
KEY CANADIAN CITIES 


These seven booklets bring you complete, advance data 
on seven of the most important cities in Canada — Ottawa, 
Hamilton, Winnipeg, Edmonton, Calgary, Medicine Hat and 
Vancouver. 

You learn their buying power, retail sales, buying habits, 
number of households, retail outlets and types of industries. 
All this plus many more equally important and vital facts. 


Added together, they give you a complete up-to-date pic- 
ture of the factors which will influence your sales in seven key 
Canadian cities. In selling Canada, these cities make up a rich 
market you can’t afford to miss. They comprise the great 
SOUTHAM newspaper market . . . a $1,775,371,000 market 
covered by the seven Southam newspapers with more than 
1,500,000 loyal readers daily. 

With the Southam Survey on your desk, you can save 
yourself hours of research and correspondence. All the infor- 
mation you need will be available at your fingertips when you 
want it. 

These booklets are published as a service to all those who need 
up-to-date authentic facts and figures on Canadian markets. 
Order your free copies today. 

Write to: 

F. A. SMYTH, 34 Ludgate Hill, London, EC4 (or telephone City 2784). 


REPRESENTATIVE: 


THE SOUTHAM ¢ NEWSPAPERS 


OF CANADA 


OTTAWA CITIZEN *© HAMILTON SPECTATOR *© WINNIPEG TRIBUNE © CALGARY HERALO 
MEDICINE HAT NEWS *© EDMONTON JOURNAL *© VANCOUVER PROVINCE 
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At the “TV Times” 

“TV Times” ; 

Newspapers Ltd. and a director 
Adorian, 


dinner were (left to right) Lester B. Wilson, 


editor, 


R. A. Redhead, director and general manager of Associated 
of Associated-Rediffusion Ltd.; 
managing director of Associated-Rediffusion Ltd.; 


Paul 
and Capt. 


T. M. Brownrigg, general manager of Associated- Rediffusion. 


MILLION-SALE 


‘TV TIMES’ 


“BREAKS AD RECORDS 


TV Times has set up what is described as a post-war publishing 
record by reaching more than 1,000,000 sale in under one year. To 


celebrate this achievement, 
the staff of the journal to a “* 
Thursday of last week. 

R. A. Redhead, director and 
general manager of Associated 
Newspapers and a director of 
TV Times, who presided, said 
that a similar feat had been per- 
formed only twice before, by the 
Radio Times and by Picture Post. 

Paul Adorian, managing direc 
tor of Associated-Rediffusion, 
claimed that the dinner was 
already out of date, as the sale 
was already 1} million and he 
would not be surprised if it 
reached 1} million by January. 
he magazine had been met with 
satisfaction not merely by a 
million-odd families (and he esti- 
mated that each copy was read 
by at least four people) but also 
by the programme contractors. 

C. W. V. Truefitt, director and 
advertisement director of Asso- 
ciated Newspapers and a director 
of TV Times, paid a tribute to 


Rhys Thomas, the circulation 
manager, who was unavoidably 
absent; and _ Leslie Mander 


(advertisement manager) said that 
last month’s advertising revenue 
had broken the previous record 
and he expected to set a further 
record next month. 

Other speakers included Lester 


Exhibition daily 

Approximately 21 years ago 
the Textile Recorder Exhibition 
Company was _ formed to 


organise international _ textile 
machinery exhibitions in this 
country. For the first time a 


daily newspaper. was published, 
the Trex Special, for this year’s 
exhibition, which was held from 
October 17 to 27 in Leicester. It 
was distributed | free to Visitors. 


Associated-Rediffusion Ltd, 
first million” dinner at the Café Royal on 


entertained 


Wilson, editor; A. C. Crouch, 
general manager, TV Times; 
P. McKeigue, assistant circula- 
tion manager; and Capt. T. M. 
Brownrigg, general manager, 
Associated-Rediffusion. 


® Continued from page 4 


New ATV unit 
for magazine 
productions 


Associated TeleVision Ltd. 
have formed an advertising pro- 
duction unit that will produce al! 
advertising magazines and live 
commercials for their week- 
end transmissions in London and 
weekday transmissions in the 
Midlands. 

Head of this new unit is Allan 
Tarrant, who, before producing 
60 TV advertising magazines, had 
journalistic and copywriting 
experience. Others of the ten 
members of the unit are: Peter 
Lloyd and Rex Firkin, producers; 
Diana Thetford, director; Peter 
Thompson, script writer; and 
Ann Sullivan, sales liaison. 

Bill Ward, ATV's production 
controller, states that the unit has 
been formed as a_ separate 
organisation, “so that it can con- 
centrate exclusively on its highly 
specialised job.” 

It will present scripts, together 
with storyboards, which will be 
produced in ATV's own design 


department, “based on the best 
presentation of the advertiser's 
product,” say ATV. 


balanced = 
heating . 


This silk-screened showcard in four 

colours which can either be fitted 

over their  panel-type _ oil-filled 

electric radiators or used as a free- 

standing counter showcard is one 

of the new Dimplex point-of-sale 
display aids. 


Mono Users’ lunch 


Some 120 members and guests 
attended the annual luncheon of 
the Midland Monotype Users’ 
Association which was held at 
the Grand Hotel, Birmingham, on 
Tuesday at the invitation of The 
Monotype Corporation Ltd. 


LATE CHANGES TO NEW COPYRIGHT ACT 


a copy of the film without the 
consent of the owner of the copy- 
right of the film. 

Therefore, if amyone makes a 
print, negative, tape or other 
article on which the film, or part 
of it, is recorded, without proper 
permission, then he is infringing 
the owner’s copyright. 

So far as television and sound 
broadcasts are concerned, the 
copyright is owned by either the 
BBC or the ITA and it is an 
infringement of that copyright to 
make a cinematograph film of a 
ee broadcast, or a copy of 
such a film, or to make a sound 
recording, or “a record embody- 
ing such a recording,” of a sound 
broadcast. 

Copies or films or records can 
be made, without infringement, if 
they are made for private pur- 
poses, but this does not permit 
the sale or letting for hiring a 
copy of the film or the recording ; 
nor does it permit the broadcast- 
ing of the film or recording ; nor 
causing the film or recording to 
be seen or heard in public. 


It would seem, therefore, that 


to make and use a copy of a film, 
or a recording or film of a tele- 
vision or sound broadcast, for any 
commercial use, such as providing 
a monitoring service, would be re- 
garded as an infringement if if done 


without the owner's permission. 

The compiling of a list, of com- 
mercials, etc., does not come 
within the frame of copyright. 

When the relevant clauses were 
before the House of Commons 
during the Report stage, C. J. M. 
Alport, the Assistant Postmaster- 
General, moved amendments the 
effect of which is to make it per- 
missible to make copies or 
records of films or broadcasts, if 
this is done for the purpose of 
judicial proceedings. 


‘Research or review’ 


Mr. Page had given notice that 
he would move that there would 
be no infringement of a cinemato- 
graph film copyright provided 
that the copy was made for the 
purpose of “research, criticism or 
review.” or for the purpose of 
judicial proceedings. 

He had also given notice that 
he would move similarly for 
television and sound broadcasts 

Mr. Alport said that Mr. Page's 
suggestions (which, as a matter of 
fact, Mr. Page did not move) 
were wide in scope and might 
lead to abuse, when the interpre- 
tation of research went far 
beyond what was normally con- 
sidered to be research. 

Supporting Mr. Alport’s 
amendment permitting copies and 


records for judicial proceedings, 
Mr. Page said that a real point 
arose out of this amendment, 
mainly in connection with tele- 
vision commercial films. 

It was, he said, a practice for 
one advertiser to monitor, as it 
were, the films of other adver- 
tisers in order to check for any 
passing-off of goods, any breach 
of the Merchandise Marks Act, 
any trade mark breaches, etc. 

Of course, the same sort of 
thing was done with newspaper 
advertisements, but in that case 
one had the newspaper and could 
cut out the advertisement and 
thus have evidence of it. 

In the case of commercial TV 
broadcasts the evidence is 
ephemeral, except that it is likely 
to be repeated. 

Permission to make copies for 
judicial proceedings would give 
the person who believes that 
there has been some breach of a 
trade mark, or something of that 
sort, an opportunity of taking a 
photograph of the film so as to 
have evidence for the purpose of 
judicial proceedings, but only for 
that purpose. 

If permission were not given 
there might be some grave injus- 
tice in that the person who 
suffered was unable to preserve 
and provide the evidence. 


Publicitas i is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 

Foreign Department, 

15, Rue Centrale, Lausanne. 
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manager of a 


jurn ish ing departme Je | Photographed at William Perring of Kensingion 


I can usually recognize readers of 


House Beautiful 


They're young married couples, most of them, and Brand names, makes, styles, models, prices — they 
from the moment they come into the showroom you | seem to know them all. And you’d be surprised how 
can see they know exactly what kind of furniture | often they actually show us what they want, in cut- 
and equipment they have planned for their homes. | tings from the advertisements in House Beautiful. 


It pays to advertise regularly in Britain's leading magazine for young home makers—and it costs only £175 a page 
G. Collingwood, Advertisement Manager, HOUSE BEAUTIFUL, 28/30 Grosvenor Gardens, London, 8.W.1. SLOane 4591 
House Beautiful is published by THE NATIONAL MAGAZINE COMPANY LIMITED 


Publishers of: Good Housekeeping - Harper's Bazaar - Vanity Fair - House Beautiful - She - The Connoisseur 
The Good Housekeeping Books — Proprietors of: The Good Housekeeping Institute 
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‘TOP SPEAKERS 
ESSENTIAL’ 
CDC TOLD 


The Club Development Com- 
mittee met in Sheffield over the 
week-end at the invitation of the 
Publicity Club of Sheffield. 

G. R. Pope, chairman of the 
executive committee of the Adver- 
tising Association, spoke to dele- 
gates about the work of the 
Association during the past year. 
Cdr. A. Robertson Macdonald 
also attended the meeting on be- 
half of the membership com- 
mittee of the Association. 

The Association’s film strip. 
“Advertising from the Inside,” 
was screened during the Com- 
mittee’s first session. 

Delegates were entertained to 
a luncheon by the Sheffield Tele- 
graph and Star Ltd. E. M. Berry, 


Club News 


general manager, welcomed dele- 
gates, and N. St. J. Stembridge, 
director and advertisement mana- 
ger, proposed the toast of the 
Advertising Association, to which 
Mr. Pope responded. 

In the evenin a were 
the guests of "ce M. W. 
Batchelor to dinner. Sol Batche- 
lor proposed the toast of the Club 
Development Committee, and 
W. R. Balch, chairman of the 
CDC, responded. 

“If the CDC can do more to 
foster and encourage industrialists 
to act as spokesmen, it will be 
doing a very great service to 
advertising,” Col. Batchelor said. 

Paying tribute to the work of 


- chatting before the CDC dinner are (left to right) J. Fraser Johnson, 


Boulter, W. 
Batchelor, L. E. Room, Comdr. 
Stembridge, and J. 'E. Ortton. 


the Committee, he said he looked 
forward to the day when almost 
every town had its own publicity 
club. 

“The main way in which we 
can help is providing a platform 
for speakers—we cannot have 
too many authoritative people 
talking on the value of advertis- 
ing. This is particularly so at the 
present time when advertising is 
apt to come under fire from those 
same economists who, in many 
cases, have never bought or sold 
anything in their lives.” 

Col. Batchelor said his own 
business owed much of its suc- 
cess to advertising and he was not 
ashamed to admit it. 

“We never hesitate to award full 
credit to that force which helps 
our representatives to fill their 
order books. Some industrialists 
have done likewise, and we can 
think of many notable names in 
this connection, but the fact re- 
mains that many prominent 


businessmen are content to accept 
the benefits of advertising with- 
out giving it proper acknowledg- 
ment, 


” he added. 


An amusing and light-hearted debate on the motion “Women are the root 


of all evil,” 


was held at the Regent 


Advertising Club last week. Seen in 


the picture are (left to right): Philip Jones, member of 1956 public speaking 


team winning 


Imber Cup, and John Sutcliffe, member of winning team 


1956 AA National Speaking Contest and best individual speaker, who both 


spoke for the motion; 


chairman W. Guy Barney; Mary Messer, chairman 


of the Berks and Bucks Publicity Association, and Doris Richardson, adver- 


tisement director, ‘Courier,’ 


who spoke against. 


Deputy speakers were 


woenaaies Harris, 1956 om Haddon Cup winner, and Pamela Geary. 


R. Balch (chairman of the CDC), Lt. Coll. A 
A. Robertson Macdonald, N. St. Js 


(“Sheffield Telegraph” picture.) 


The first informal engagement of 
Zoe Newton, milk publicity girl, on 
her arrival in Glasgow for a four- 
day visit to Scotland, was the 
Publicity Club of Glasgow's dinner- 
dance. She is seen here with James 
Jack, president of the club. The 
sum of £155 was raised in the prize 
draw and given to NABS. 


London 


Prizewinning films 


On Monday the Publicity Club 
of London presented a programme 
of advertising films and filmlets at 
the Royal Empire Society's Theatre. 
The films by Screenspace Ltd. were 
produced by André Sarrut and in- 
cluded several recent prizewinners. 


Coventry 


Ball in February 


The Coventry Publicity Associa- 
tion Ball will be held on February 
22. Instead of the buffet meal it 
is intended to have a formal dinner 
to precede the ball. The evening 
will start at 8 for 8.30 p.m. with 
dancing to follow until 2 a.m. 
Price of tickets will be 32s. 6d. each 


Golf 


Close Press final 


J. Musgrave-Wood (Emmwood), 
of the Evening Standard, won the 
Press Golfing Society's 1956 Sir 
Emsley Carr competition, beating 
J. Velati (Daily Herald) by 2 up 
over 36 holes at Hendon. The 
finalists were all square at the 18th, 
and still level at the 34th. 


Ad Man’s Diary—page 70 
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© Continued from cover ii 


LETTERS TO 
THE EDITOR 


to offer a money-back guarantee 
on everything we sell. This is not 
only good advertising, and indeed 
not only protection for the con- 
sumer, but it does afford us an 
opportunity of asking for mer- 
chandise to be returned if it does 
not come up to the purchaser's 
expectations. We then examine 
it in our laboratory to satisfy our- 
selves that there is no reason 
beyond personal prejudice of 
what we obviously think is the 
best product of its kind. 

The public are not always 
aware of the high sense of re 
sponsibility borne by manufac- 
turers of branded goods, but it is 
a fact that the amount of research 
and sheer scientific “know-how” 
that goes into the most mundane 
product today is higher than it 
has ever been in the history of the 
branded goods business. 

A. S. J. PAINTER, 
Managing director. 
E. R. Howard Ltd., 
Ipswich. 


‘No store stocks 
every brand’ 


Sirn,—Femina (October 19) 
states that a check on Stockleigh 
stockists in London “drew a 
blank.” In the West End of 
London only, the following large 
stores stock a reasonably compre- 
hensive range of our hosiery : 

Army & Navy Stores, Deben- 
ham & Freebody, Derry & Toms, 
D. H. Evans, Fenwicks, Fortnum 
& Mason, Gamages, Jays, 
Liberty, Selfridges, Thomas 
Wallace, and Whiteleys. 

There are, of course, many 
other specialist shops in the West 
End of London who also stock 
our brand, but I have concen- 
trated on the more well-known 
stores, 

No store stocks every branded 
make, and we feel that our list 
constitutes a reasonable selection 
of the best West End stores. 

H. Harris, 
Director. 
Stockleigh Hosiery Co. Ltd., 
London, W.1. 


Biggest trade fair 


The National Children’s Wear 
Association’s Ninth Trade Fair 
was opened by Mrs. John Pro- 
fumo on Monday at the Royal 
Horticultural Society’s Old Hall, 
Westminster. The organisers 
state that more space than ever 
before was sold. The fair will 
close reseed ouane. 
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DIFFERENT _—‘*ODIFFERENT 
COUNTRIES ~ INDUSTRIES 


+ In each of these industries and all of these countries there are electronics 
engineers who decide or influence the purchase of electronic equipment, 
components and materials. They see if their copies of “ Electronic Engineer- 
ing ’’ the advertisements of manufacturers who want to sell to them. 
This is where the wise supplier makes his first contact with this growing 
market and brings his product to the notice of these big buyers, who need 
supplies of all kinds now. : 


“ Electronic Engineering” has a paid Cireulation of 11,750 copies per month. 


For ype ates and details of our circulation please 
write to :—C. Lynton-Hartis, Advertisement 


‘ a | | 
Re Betans leading, =o 
i a ’ 3 oe : 

READ IN AND IN 

, x a 

i abs | 

| Si 

BB Electronic Engineering | 
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COWW EY 


VITAL EXPORT 
SERVICE 


On page 23 we publish the first 
article in an important series 
dealing with industrial advertis- 
ing. It traces the development 
of technical publicity since the 
war and sets the stage for a 
thorough examination of every 
facet of a sector of advertising 
becoming daily more vital. 

Subsequent monthly contributions 
will deal authoritatively with 
the whole structure of what has 
in the past, too narrowly, been 
defined as “technical advertis- 
ing.” 

The approach will be virile and 
critical. But there will be no 
anonymity. Each article will 
be signed by an author recog- 
nised by the Incorporated 
Advertising Managers’ Associa- 
tion as an outstanding expert 
on his subject. 


The importance of industrial 
advertising today cannot be 
over-emphasised. It is vital to 
the success of the nation’s 
export operations. 

And it is encouraging to note 
that British industrial advertis- 
ing is making a marked impres- 
sion overseas, particularly in 
the United States. The “Daily 
Express” America Column gave 
striking evidence of this on 
Tuesday. It reported : 

@ Tooth and claw fight for orders 
is driving firms to step up their 
advertising. . . . Into the fight 
comes Britain to prod the vast 
Douglas Aircraft Company in 
Los Angeles into a plan to 
spend 20 per cent more. 

Said their advertising chief, 
Ben Marble : We never had the 
English advertising over here 
like they are now. They are 
taking a big whack at the turbo 
business—and getting it.® 


Room for improvement 


That is encouraging news—a 
splendid tribute to British 
export advertising. 

But, as leading advertising man- 
agers will emphasise in these 
columns in the months ahead, 
there is still great scope for 
improvement. 

For, as the creative men will be 
the first to admit, too few of 
our agencies are properly 
equipped to deal with industrial 
advertising. 


CORSETRY 
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TALKING POINTS 
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The City ia! London —Ad Council 


campaign ? 


HEN Britain’s Advertis- 

ing Council—or whatever 
it is to be called—gets crack- 
ing it will not undertake the 
kind of publicity already paid 
for by the Government. And 
it will endeavour to steer clear 
of party politics. 

It should not be difficult for 
advertising men to refrain from 
doing for nothing something for 
which they are already paid—but 
keeping out of politics is another 
matter. 

After all, what is party politics 
to one man is generally accepted 
commonsense to another. 

In the United States these days 
they are making great play with 
the slogan “People’s capitalism.” 
Apparently no one across the 
Atlantic takes exception to the 
idea implicit in these two words 
—even the workers are capita- 
lists! Consequently there has 
been little difficulty in putting 
over the story of the New York 
Stock Exchange. 

Last week, G. Keith Funston, 
president of that Exchange, told 
the American Chamber of Com- 
merce in London about “People’s 
capitalism.” He claimed that the 
growth of an economy, its dynam- 
ism, its stability, and its social 
justice could all be secured by a 
wider distribution of share 
ownership. 


Peculiar doctrine ? 


To this end, he said, the New 
York Exchange has launched a 
massive educational effort. 
American business men had 
learned that no company had the 
right to allow itself to be unex- 
plained, misunderstood, or pub- 
licly distrusted. 

That, of course, means a full- 
scale public relations operation, 
which should be backed by paid 
advertising. Certainly something 
more than the opening of a 
public gallery. 

As the financial editor of the 
Manchester Guardian comments, 
the first duty of a president of 
the New York Stock Exchange is 
publicity, although London's city 
men may find this “a peculiar 
doctrine.” 

There is a good story in our 
city, too. It remains to be told 
in simple, dramatic terms to the 
man in the street. 

Is that the 


kind of task 


a British Advertising Council 
Ms. be pees to undertake? 


| 


MEMO TO SPACE 
SALESMEN 
OW many times this week 
have you allowed yourself 
to be fobbed off with the excuse 
that they cannot take that special 
space “owing to Suez”? 


TRANSFER FEE 


HIS week the news editor 
received an announcement 
from an advertising man about 
his impending change of agency, 
but it gave no clue to his status. 
A call was put through to the 


. And they must advertise milk! milk! and more milk! 
Er—another pint, George?”’ 


old agency: “What are you going 
to be at your new agency? 


Prompt reply was: “Either a 
director or account executive. It 
all depends on what accounts | 
can take with me.” 


STICKY ENDPIECE 


BARNSTAPLE billposter 

was fined £1 at Bideford 
magistrate’s court for allowing 
adhesive paste from his posters 
to run upon the highway. A 
woman said she slipped on the 
paste. 


TOMORROW'S TOPICS 


®@ Not all members of the Society 
of Diploma Members of the 
Advertising Association are 
completely happy with the plan 
to give them the title “Mem- 
ber” and replace the initials 
DAA with MAA. They think 
“Fellow” would be more 
applicable. 


® Electric cookers in colour will 
be extensively advertised next 
year in all national media. 


@ Smaller than normal January 
issues are forecast for some 
monthly magazines. Adver- 
tisers are delaying decisions on 
1957 advertising, but no long- 
term loss of revenue is ex- 
pected. Journals with early 
press dates are samt most. 


& UNDERWEAR, 


Apply for particulars to Advertisement Manager, Phoenix Building, Berridge Street, Leicester, or 47 Hertford Street, Mayfair, London W.!. 


@ Strong rumour from Paris: 
An ambitious new French pub- 
lishing project is in preparation 
—a graphic arts magazine for 
world-wide circulation. 

@ Research into the comparative 
pulling power of press and tele- 
vision advertising may be 
developed as a regular service 
in Britain soon. 


@ New techniques at reduced costs 
will lead to much wider use 
next year of lamination for 


catalogues and  showcards. 
Mechanisation is being intro- 
duced on a comprehensive 


scale. 


@ A major furniture account will 
be on the move shortly. 


ROUND TABLE 


Tel.: HYD 7557/8 
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Left to right: Jeffrey Frankel, ATV Sales Promotion; Patrick Henry, ATV Sales Director; Jack Klein, Managing Director—Max Factor Ltd.; W. Whitby, 
Director—Crane Publicity Lid. (Advertising Agents for Max Factor); Peter Mears, ATV Sales Executive; Gerry Stacy, ATV Research Manager. 


... MEN WHO NEED IMMEDIATE SALES RESPONSE 
Max Factor make up their minds to spend even more on television 


Max Factor, one of the largest spenders on television over the last nine 
months, are completely sold on television as an important advertising 
medium. The proof of this?—they have now considerably increased their 


television appropriation. 


| Ip 

Jack Klein, Managing Director of Max Factor, says: lin. all 
“Today, with a first-class range of products backed by vigorous adver- 

ASSOCIATED TELEVISION LTD 


tising in all media, Max Factor is the fastest-selling cosmetic on the TELEVISION HOUSE, KINGSWAY 


market. In this highly competitive field, TV is a valuable addition to other LONDON, W.C.2 
media, offering as it does added impact for the large range of products that Telephone: CHAncery 4488 
Max Factor market.” 
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_.. MEN WHO STEP IN THE RIGHT DIRECTION 


ATV give the Arthur Murray School of Dancing 
lowest-ever cost per sale of any medium 


| I) 


ASSOCIATED TELEVISION LTD 
TELEVISION HOUSE, KINGSWAY 
LONDON, W.C.2 


Telephone: CHAncery 4488 


Initially, the Arthur Murray School of Dancing booked one 60-second test spot on 
ATV. Following this first commercial, no fewer than 82 telephone enquiries were 
received within half an hour, and the total number of enquiries and actual sales for 
the week following this spot were the highest for any week this year. 

Says J. Earl Manning, Director of the Arthur Murray School of Dancing: 

“As yet, Arthur Murray is not a household word in London as it is in many 
parts of the world, but we believe the fastest way of accomplishing this is through the 
medium of television. It is the best way in the world to let people see that Arthur 
Murray does teach dancing in a hurry. 

“The results we have obtained from this first commercial are all the more 
encouraging, as in previous weeks we have spent twice the cost of the TV spot in 
press advertising without achieving any comparable results. The actual cost per sale 
from ATV is the lowest we have experienced in any advertising medium we have used.” 

So successful was the Arthur Murray School of Dancing’s first spot on ATV 
that they have decided to divert the majority of their press advertising appropriation 
to ATV. 


Left to right: David Pinnell, ATV Sales Executive; J. Earl Manning, Director — Arthur Murray School of 
Dancing; Mark Ramage, TV Director—Robert Sharp & Partners Ltd. (Advertising Agents for Arthur Murray). 
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Left to right: John Wardrop, Sales Manager of ATV; Philip Thomas, ATV Sales Executive; Richard Arbib, Managing Director—Gumption Products Ltd.; 
Norman Hart, Sales Director—Gumption Products Ltd.; Maurice Caplin, Director of R. S. Caplin Ltd. (Advertising Agents for Gumption). 


... MEN WITH SMALL APPROPRIATIONS 


For £4,500, ATV sends Gumption sales soaring 
154% in London and 372% in the Midlands 


Gumption Products Limited are sold on ATV as a basic advertising 
medium. Having initially planned only a three-months’ television cam- 
paign, the results achieved were so encouraging that Gumption extended this 
campaign right through the summer and autumn, and a winter campaign 


is now being planned. 

Gumption’s astounding success in the Midlands highlights once again 
television’s remarkable power to break down retail resistance. Before tele- ASSOCIATED TELEVISION LTD 
vision, Gumption could only effect limited distribution in this area; now TELEVISION HOUSE, KINGSWAY 
that sales are 372% up on last year, the way has been cleared for more LONDON, W.C.2 


concentrated distribution. Telephone: CHAncery 4488 
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... MEN WITH LIQUID ASSETS 


Davenports’ C.B. Limited—The “Beer at Home” brewers—book spots 
every weekday for a full year in the Midlands with ATV 


Davenports—one of the first advertisers in the country to book time on television 
(their 60-second spot was the second transmitted on the Midlands’ first night)—have 

proved to their own satisfaction the impact of ATV advertising. 
J. C. W. Daniels, their General Sales Manager, says: “If you are providing an 
excellent service, selling a first-class product at the right price, and your problem is 
| Ir conveying these facts graphically to thousands of potential customers, then television 

advertising is a definite ‘must’ on your schedule. 
“We have proved its impact, every week bringing us new customers as a result of 
our original booking of fortnightly 60-second spots. We are now ready to extend our 
ASSOCIATED TELEVISION LTD service to the good folk whose names we are sure will be added to the many thousands 
TELEVISION HOUSE, KINGSWAY of customers already supplied direct from our various Midland depots. 
So convinced are Davenports of the power of television, that we have now booked 
LONDON, W.C.2 spots on every weekday for a year in the Midlands with ATV.” 


Telephone: CHAncery 4488 Left to right: Patrick Henry, Sales Director of ATV; J. C. W. Daniels, General Sales Manager, 


Davenports’ C. B. Lid; Anthony Jelly, Assistant Sales Director of ATV. 
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.. . THESE ADVERTISERS 


( four typical ones—out of hundreds) 


ARE SOLD ON ATV 


;.. because they have proved conclusively that advertising on ATV 
produces maximum results. It increases retail outlets . . . it breaks down 
retail resistance ...it is equally effective for advertisers both small and 
large... and, above all, it sells the goods. 

They know all this is true. They—and more than 300 other advertisers 
—know too that ATV’s rate card is priced in relation to audiences. This 
enables them to book within narrow time segments, to have their commer- 
cials screened during or adjacent to any programme they choose—and the 
cost is always good value. 

Advertisers can now, in fact, pick their audience—and increase the 
impact of their commercials by planning them to suit that < sdience. 

ATV offer this service in both London and the Midlands. Our Sales 
Executives will be glad to advise you on how ATV can build your sales in 
the two richest markets in the country. 


BOOK YOUR TIME NOW 


Associated TeleVision Ltd., Television House, Kingsway, London, W.C.2 


programme contractors for the weekend in London, and Monday to Friday inthe Midlands 
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TN the vast arena of publicity 
applied to the activity of 
sales promotion, technical ad- 
vertising was once a “thing 
apart.” Advertising, that is, of 
a capital product being ad- 
dressed to skilled technical 
operatives. From the early 
days of this century when text 
books on advertising tech- 
niques first began to appear 
much has been written about 
the desirable ingredient pos- 
sessed by the ideal advertise- 
ment, its process being dis- 
sected under various analytical 
microscopes with the changes 
in mood and fashion easily 
traceable as the years and the 
variety of published works in- 
crease. 

Yet up to the last war only in 
a few brave instances where ad- 
vertisers had the foresight to ap- 
point qualified administrators 
among whom can be counted 
founder members of the 
IAMA, was the planning of 
technical advertising given any 
serious consideration. 


Range of examples 


As long ago as 1924 Eric 
Simons, writing on “Marketing 
the Technical Product” gave 12 
“forms” which an advertising 
campaign could take and pro- 
duced examples of these ranging 
from special alloy steels to 
rubber making machinery to 
drills—an approach to the 
problem of arresting the tech- 
nician’s interest seldom reflected 
in the journals of the period. 

Among the consumer periodi- 
cals to carry advertisements of a 
technical prestige nature, Punch 
stands out as a pioneer, for it is 
only in recent years that the trend 
has in any way gained impetus. 

Before the war technical pro- 
ducers were wary of advertising. 
Their hesitancy was clearly ex- 
pressed in the style of presenta- 
tion, restriction of media and 


INDUSTRIAL ADVERTISING—1 


This is the first ina monthly series of authoritative 


articles prepared in co-operation with the Incorporated 
Advertising Managers’ Association. 


examine every facet of a sector of advertising which is 


assuming ever greater importance with the development 
of automation and other industrial advances. 


It’s all part of the 


machinery now 


smallness of budget, if in fact 
they advertised at all. For there 
prevailed (especially among the 
older firms) an idea that it was 
undignified to advertise and, 
where it was compelling to do so, 
the message should be plain and 
unobtrusive. 

With few exceptions, where 
companies did employ an ex- 
perienced man to handle their ad- 
vertising he was very often re- 
strained and restricted from the 
start by.the board's (or the man- 
aging director’s) preconceived 
ideas of what should and should 
not be done. Often the artwork 
was of an indifferent standard, 
and little attempt was made to go 
further than a sober illustration 
coupled to trite descriptive com- 
ment. 

It took a major catastrophe to 
erupt the whole sphere of tech- 
nical activity (and with it the 
pattern and process of “making 
known”), and really scientifically 
planned selling. 


Maximum Pitch 
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This is a striking 
example of a tech- 
nical advertise- 
ment having a 
strong visual 
impact with a 
direct analogy in 
the headline and 
illustration. 
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The aim will be to 


By K. C. MATTHEWS, 


publicity manager, Boulton & Paul, Led. 


Throughout the ages, wars 
have changed many things, and 
the last one was no exception. As 
by implication, the Boer war was 
social and the Great War com- 
mercial, the last was industrial, 
with an emphasis on technical 
achievement far more _ revo- 
lutionary than anything known 
before. 


The technical sciences, once 
prerogative of the few, be- 
came the interest of the many 
and names hitherto confined to 
the laboratory became house- 
hold words. During those five 
years, and since, the public has 
become educated to advertis- 
ing to an infinitely greater 
degree. 

From its rather confined 
existence as a by-product of 
commercialism, the wider psycho- 
logical applications of the 
medium have been demonstrated 
to the sceptics and serious 
unbelievers. Thus, when hostili- 
ties stopped and manufacturing 
took on a peace time aspect, 
along with the development in 
works relations and establish- 
ment of new channels of 
communication, the approach to 
technical advertising took a 
significant turn. 


Public relations development 


Educated to accept such 
government-sponsored bodies as 
the COI, and being made increas- 
ingly aware of the service of 
public relations to industry, the 
manufacturer of the technical 
product became receptive to the 
wider implications of the adver- 
tising medium and took a new 
interest in the relationship of his 
product to the intermediate and 
ultimate user. A situation arose 
in which creative thinking could 
not only survive but prosper, and 
after the switchover from war to 
peace came the first indications 
of new policies in the process of 
formation. 

Today, progressive manage- 
ments are fully. appreciative of 
the need for good publicity and 
competent administrators 


examine the publicity problem. 
With the new trends in thinking, 
advertising agencies are much 
more interested in dealing with 
the technical product, for, with 
certain reservations for service 
fees, its handling need not be 
uneconomic. 

The consumer press, as well as 
technical journals, have under- 
taken introspective assessments of 
their contents and suitability as 
media. And at the same time, 
with the release of information 
on new inventions, and influenced 
by editorial releases of all kinds, 
the public—both technical and 
consumer—is increasingly recep- 
tive to technical publicity. 

By far the greatest fact which 
has resulted from this upsurge 
of activity is that the technical 
man reading his technical 
journal is, in fact, the same 

individual to whom consumer 


technical 
those for the 


consumer, 

To turn to the ethics of the 
subject for a moment, it is gener- 
ally appreciated that technical 
advertising is long term. In very 


few instances is a 

return or ji 

expected. 
Much of the buying of con- 

sumer goods is impulse buying, 
referably backed up by a pre- 
nowledge of the subject. But, 

@ Continued overleaf 


direct sales 
immediate action 
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Technical advertising nowadays 


involves public relations 


in every technical case, because 
capital expenditure is involved, 
the most careful study of pros 
and cons is carried out before the 
order is made. The consumer's 
buying action often fulfils a 
desire, while the other answers a 
need—and in that fact lies the 
basic difference between the two 
markets. 


Answer easily obtained 


Consumer advertising sets out 
for the direct sale and the answer 
will be found at the local shop 
where the product is asked for by 
name and often handed over 
without comment. Technical 
advertising is mainly the opposite 
of that and is thus preoccupied 
with the establishment of a name 
in association with an idea, pro- 
duct or service. 


In nearly every instance the 
advertiser asks nothing more 
than that an inquiry should re- 
sult from his announcement 
and with the bona fide list thus 
compiled it will be possible for 
technical representation or suit- 
= literature to make the final 
sale. 


The development of technical 
advertising since the war has 
extended beyond the confines of 
trading, and now includes a 
direct form of public relations in 
its approach to selected audi- 
ences. Jhere have evolved two 
distinct channels of communica- 
tion through which information 
on technical products, ideas, or 
services is transmitted; 


@The technical 
which editorial 
have a 


press, in 
and content 
bearing or direct 
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Comparable characteristics _in 

nature form the theme of adver- 

tising conducted by the British 

Aluminium Co. Ltd. In_ tech- 

nical advertising relevance of 
theme is crucial. 


relationship to the producer’s 


commodity. 
©® The consumer press, 
which, judged on price, style 


and content, is assessable by its 

class readership rating. 

These two information outlets 
are generally given separate 
identities by the advertiser, one 
being classified under a direct 
product or departmental cate- 

ory, while the other is more 
oosely acknowledged as “Insti- 
tutional,” “Prestige,” or straight 
public relations. 

Fundamentally, the underlying 
principle is the same for tech- 
nical as for all channels of 
publicity — “mind conditioning 
the prospect,” but from then on 
the licence allowed the advertiser 
is much more confined. 


Best brains co-operate 


With the wide professional 
interest given to technical adver- 
tising in recent years the best 
brains are getting together and 
achieving a general ratsing of the 
standard all round, besides pro- 
viding a number of schemes 
which for sheer originality and 
artistic merit bear every com- 
parison and often surpass the 
best from the consumer side. 

Planning for the modern tech- 
nical advertisement is scientific in 
its approach and, therefore, much 
depends on enlightened thinking 
from the start. The idea and the 
layout are paramount, for with- 
out first gaining attention and 
then interest, all efforts are 
wasted. 


Difficult to generalise 


It is difficult to divide technical 
advertising into categories, for 
what could be considered an 
abstract and involved subject 
might be ably described through 
a simple analogy or clever illus- 
tration coupled to an original 
comment. 

Given that the technician or 
suitable consumer audience has 
little time to study, the search 
is always for the application 
of a gimmick to a serious idea 
which, in being so presented, 
gains in retentive quality there- 
by. Such themes as Desoutter’s 
“little horses” or the postal con- 
fusion over Accles & Pollock 
have far greater impact than 
the “standard” announcement. 
Technicians are appreciative of 

inventive genius and quickly catch 
on to a joke when related to a 
quality product. An _ arresting 
illustration coupled to telling copy 
has every hope of success what- 
ever the audience. With the wide- 


spread use of colour it is possible 
to install a high interest value into 
the simplest layout, while the ever 
widening appreciation of “white” 
space has done a great 
towards cleaning up design. 
The swing continues towards 


deal 


A clever link-up of 
a compelling illu- 
stration with few 
words. The very 
simplicity of the 
layout gives it 
strong retentive 
qualities. 
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Trend towards originality 


in technical 


more originality in putting over 
the technician's _ story. The 
diversity of the modern approach 
can be instanced by the humorous 
style of the Williams & Williams 
“sight testing’ advertisement or 
the Gas Board series captioned 
“There is always another use for 
gas,” or the comparative approach 
of the British Aluminium weight 
distribution layout referring to 
comparable characteristics in 
nature ; or the Thomas Ward lay- 
out suggesting they, as structural 
engineers, and an old knife 
grinder, are both specialists in 
steelwork. 

There is the action story of the 
Siegwart floor layout, which by 
ingenious use of line drawings, 
half tones and tint illustrates a 
sequence of operations, or the 
surrealist approach of the Shell 
Company's advertisement entitled 
“Petroleum chemicals are build- 
ing a new world’ illustrating a 
montage composed of a child in 
a high chair, paint pots and struc- 
tural steelwork. 


Relevant to theme 


Yet again the factual announce- 
ment for Blundell Paints shows a 
frogman’s flippers going down to 
inspect paint under water and is 
strictly relevant in theme. 

British technical advertising to- 
day is rated among the best in the 
world. But it would be wrong to 
consider the mission anywhere 
near accomplished. 


Too many managements still 
fail to appreciate the full re- 
sources of advertising or realise 
that its development is being 
retarded by short-sighted prac- 
tices and refusals to accept ad- 
vice. There is still too much 
evidence of the belief that tech 


advertising 


nical matters are the sole pro- 

vince of the scientist or the 

engineer and that the idea of a 

“layman” recommending what 

they should use in their highly 

specialised fields is too amusing 
to be taken seriously. 

Only the quality of technical 
advertising can ultimately dispel 
these ideas. This emphasises the 
tremendous importance of skill 
and knowledge being applied to 
the problem. Infinite harm could 
be done by producing anything 
that could be proved to be tech- 
nically inaccurate by such a criti- 
cal audience. 

When the whole field of tech- 
nical advertising has acquired the 
trust and respect it requires—and 
only then—there will be a univer- 
sal understanding of a fact stated 
as long ago as 1935 that advertis- 
ing is as much a part of the 
machinery of industry and com- 
merce as are capital and labour 
and management. 


{ Time display 


The Timex people have intro 
duced a gay new display to help 
sell more boys’ and girls’ watches. 
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LOVABLE BRAS) 
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distinctive 


These wirework display aids are 
designed by Wm. Potter to arrest the 
eye of the shopper and to throw all 
emphasis on the product being 
displayed. Each display is light, 
manageable and robust, yet 
distinctively designed and constructed 
to show off each type of product. 
When next you consider ‘ point of 
sale ’ material, call on Wm. Potter; oy 
they will prepare designs and yoy res 
estimates for any quantity or any . os fo Gels 
product. 


Crs (ret! Wm. POTTER 
=| WIREWORK 
cir) DISPLAY 


AIDS 
SELL 


Wm. Potter & Sons, Aldersgate Works, Felsham Road, London, 8.W.15. Phone: Putney 7711 
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cropping up, Milo has hit on 
exactly the same idea as an 
American air conditioner. 


some kind of thought-transfer- 
ence. Somebody has a thunder- 
ing good idea, and he gets so 
excited that he sends emanations 
into the ambient air to be carried 
away by the prevailing wind until 
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A gentle jibe at the ordinary run 


of American advertisements seems 


to have inspired a bed-time 


drink advertiser in Britain with 


something of a new angle. 


turned out to be— 


An idea that faded by 


thought transference 


says COPYTASTER == 


[N another of those ghastly 
coincidences that keep 


I like to think it happens by 


somebody else who is searching 
desperately for something new 


picks it up from the atmosphere 


a 


! was losing my hair by the handful. Then | bought 


@ Carrier Room Air Conditioner. I'm still lasing my hair 


by the handful, but boy, is my bedroom nice and cool! 


Yorker 
Standard. 


But it 


with his telepathic aerial. 

The prevailing wind, of course, 
is always blowing from the West. 
and it blows fairly slowly. This 
idea took from May 26 until the 
second week of October to get 
from the pages of the New 


to London’s Evening 
And judging by the 
appearance of the Milo adver- 
tisement, 
wasted in getting it into print 
And there’s the rub. When 
ideas are born in the 
United States they are groomed 
and polished until it is hard to 


time at all was 


This was the adver- 
tisement on behalf 
of Carrier room 
air conditioners 
which Copytaster 
fancies set in train 
a flow of thought 
transmissions which 
were picked up in 
the United King- 
dom. 
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Drink MILO’ Lad. 
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see how to improve upon 
them. They are served up so 
clean and neat that even the 
appearance of the advertise- 
ment adds appreciably to the 
advertiser’s prestige. 
_ This American advertisement 
is faultless. As a gentle jibe at 
the ordinary run of American 
advertisements it makes its point 
swiftly and with superb economy; 
there is not a wasted word. By 
including the two identical photo- 
graphs, the advertiser has made 
sure that the majority of readers 
will pause to satisfy themselves 
that they are identical. 


No misunderstanding 


Lest readers mistake it for a 
New Yorker joke—and it’s a 
good deal funnier than some— 
the cautionary word “Advertise- 
ment” appears. 

That is not necessary with 
the Milo effort. Nobody could 
mistake it even for an instant as 
anything but an advertisement. 
The use of capital letters for the 
name of the product in the main 
copy (always a mistake, in my 
opinion) would give the show 
away even if there were no big 
display at the base. 

The photograph is excellent 
and amusing—and you will 
observe that, just like the man in 
the air-conditioner page, the 
model’s clothes are crumpled. 

The handwriting at least has 
the merit of novelty, and it is not 
too difficult to read, but I think 
that it should have ended with the 
words fast asleep. “Milo means 
good-night” is clearly the adver- 
tiser’s own claim and it would 


jem. work 


but ] haven Atad mine thaw & page. 
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In the opinion of Copytaster this 

Milo advertisement could never 

be mistaken for anything but an 

advertisement. The same idea in 

the United States was groomed to 
perfection, 


have been better to keep it 
separate from the weary travel- 
ler’s tale. It is not a vital matter 
but there is much to be said for 
getting even the details right. 
What really saddens me 
about the whole thing is the 
copy itself. Half the fun of 
the Carrier copy was the sheer 
incongruity of the thing—the 
complete irrelevance of the 
falling hair to the subject of 
air conditioning. 

If you had seen the other 
advertisements of the series you 
would realise that no atrocious 
pun about hair conditioning is 
intended! 


Lighter hand needed 


But even if we say—as many 
will—that what the advertiser has 
lost in fun he has gained in sel- 
ling power, was it essential to 
make the copy quite so obvious 
and heavy-handed? Could it not 
have simply said: 

“I used to doze in the train 
from work and read all night 
in bed. Then I was persuaded 
to drink Milo. I still doze in 
the train but I sleep all night in 
bed”? 

It is a matter of taste, no doubt, 
and if I had never seen the 
American copy perhaps _ the 
clumsiness of this would not have 
seemed so obvious. 
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Trapinex point-ot-sale displays are 
cleverly constructed for pleasing 
presentation and strong sales appeal, 
from original designs produced by 
our unique team of artists and 
designers. 

Modern methods of reproduction 
and construction are used to give 

a complete service of which we are 
justly proud. 


TRAPINEX 


COMPLETE DISPLAY SERVICE 


TRAPINEX LTD. DISPLAY DIVISION 


176 Acre Lane, Brixton, London SW2 
Telephone: BRixton 2057 (4 lines) 


COUNTER DISPLAYS - WINDOW DISPLAYS 


SHOWCARDS - TUBE CARDS - POSTERS - ETC. 
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MASTER’S LIMITED 


K : ADVERTISING & ASSOCIATED SERVICES 


166 eecil =a ae = . ae ef oe 
P.O. BOx 383 CABLE ‘*MASTERADS'" TEL: 30361 
All Advertisers & their Agents, llth May, 1956. 


United Kingdom, 


Dear Sirs, 


FAR EAST ADVERTISING. 


Many advertising men in the United Kingdom do not 
realise the tremendous strides which have been made in 
Far Eastern advertising during the last few years. 


We are the largest Agency in the Far East, employing 
a staff of 82 in our Singapore office alone, 13 Europeans 
and 69 Asians. We have a large studio servicing the English 
and Vernacular Press and an Outdoor Department providing all 
types of outdoor advertising and exhibition work. The 
standard of our work compares favourably with the best and 
has been used internationally by some of the world's largest 
advertisers. 


Master's Limited employs a "team" system to deal with 
the many and varied problems involved creating ideas and 


schemes for world famous advertiser's English and Vernacular 
markets. 


We are the only Singapore Advertising Agency with a 
Branch in Kuala Lumpur, an advantage to our clients with 
interests in the Federation of Malaya. 


If we can help you either write to us direct or to 
our London office at 33 Regent Street, London S.W.1. 


Yours very truly, 
MASTER'S JAMITED. 


r. 
Managing Director. 
EGM/AC. 


Besseeetes KUALA LUMPUR aad Lor.pboORS 
ASSOCIATES IN USA CANADA SOUTH AFRICA PHILIPPINES AUSTRALIA NEW ZEALAND INDIA INDONESIA .THAILAND QHINA JAPAN 
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RADITIONALLY, Britain 

has always been more 
closely associated with the 
commercial life of the Far 
East than any other country 
in Western Europe. The 
tradition has been with the 
great merchant and shipping 
firms, the financial institutions 
and the trader-agent. Now, in 
conformity with the general 
world trend, purchasing power 
in the Far East is increasing 
rapidly. The consumer is 
becoming more sophisticated 
and, more than ever before, 
this large market demands the 
most advanced and carefully 
adjusted advertising and 
marketing techniques and 
carefully constructed sales and 
service organisations. 

In the first six months of this 
year, exports of British goods to 
Malaya amounted to nearly £20 
million, to Singapore nearly £21 
million, to Hong Kong £154 
million, to Japan £9.4 million, to 
Burma £7.7 million. It is a very 
sweeping, not to say misleading, 
generalisation to lump this entire 
area together in the marketing 
sense as “the Far East,” because 
each area has its own require- 
ments, its own idiosyncrasies, and 
its own taboos. After all, the 
countries mentioned above have 
a population of nearly 117 


million, incorporating a dozen 
different races, 
Nevertheless, there are some 


factors of general application to 
be borne in mind by the British 
concern wishing to make the 
maximum impact on the market 
and by the advertising man who 
has now become so essential to 
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FOCUS ON THE FAR EAST 


In an interview, an expert draws attention 
to the many problems—and great opportunities— 
confronting ad men operating in this region 


A market that demands the 


utmost advertising care 


successful export. 
The first in importance is the 
local sales agent. 
The answer is for the British 
exporter to send his man to the 
country, to choose an agent 
with the utmost care and never 
to appoint anyone unless he 
has unimpeachable references 
from people whose opinion the 
exporter can respect and trust. 
Normally, the local sales agent 
will more often than not wish to 
handle the exporter’s advertising, 
but there are obvious reasons 
why it is unwise to permit this to 
happen. It is becoming increas- 
ingly important for the British 
exporter to have his promotions 
handled by an advertising agency 
with special experience in these 
markets, in view of the quality of 
work now required. 

On the other hand, this has to 
be tied in with maximum local 


This Kolynos ad 
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illustration 
strongly underlines 
the theme of racial 


integration of 
which Malaya is 
so proud. 


liaison. Our own advertisements 
and films (a most important 
medium in the Far East) are, for 
example, usually made in this 
country but always checked with 
the country concerned before 
issue, so that they are correct 
down to the smallest detail of 
local atmosphere and colour. 


Inside the store 


Careful thought has to be 
given to point-of-sale material. In 
most of the smaller shops in the 
area, there is little counter space 
for show cards, but calendars are 
intensely popular and will be dis- 
played throughout the year. 
Mobiles, because they can be 
pinned up out of the way, but are 
still completely visible, can be 
successful. The maximum use of 
colourful design is important and 
transfers for glass doors and 
any other glass panels in the 
shop are popular. 

The importance of packag- 
ing cannot be overstressed. 
Good packaging is probably 
the finest of all display media 
in these countries, where so 
much stock is carried on the 
shelves. Bright packages are 
placed together in mass on the 
shelves so when outside con- 
tainers are colourful and 
labelled on all sides, a first-class 
natural display is provided. 
There are good sites for posters 

throughout the Far East, but the 
life of a paper poster is usually 
no more than a week. Aluminium 
or tin plate are the materials to 
use and it is of the utmost im- 
portance that the advertiser 
checks on their placing. 


Role of Chinese 


Two of the most important 
markets in the Far East from the 
point of view of the British ex- 
porter are Malaya and Singapore. 
Of these two territories, Singapore 
has a Chinese population that ex- 
ceeds the total of all other races. 
Out of a total population (1954) 
of 1,165,000, the Chinese popula- 
tion is approximately 892,000, and 
naturally the Chinese are the 
biggest consumers. 

The middle-class represents the 
largest portion of the population. 


i ; 
eamearsema ~/ 


Like many high-quality illustra- 
tions for the Chinese Far Eastern 
press, a new technique had to be 
evolved because of the fairly 
poor quality of newsprint used 
in the Far East. The most suc 
cessful solution has proved to be 
scraperboard. Although it 1s 
initially expensive, it is more 
than justified by results, and ts 
certainly far superior to half 
tone in most Far _ Eastern 
publications. The Kolynos ad- 
vertisement at the foot of the 
page makes this clear. 


Good advertising has proved its 
worth over and over again in this 
market where the population has 
increasing spending power and 
loves to spend. 

Singapore lives on the entrepot 
trade, handling 72 per cent of 
the external trade of Malaya and 
Indonesia, and (apart from the 
area around Raffles Place, where 


@ Continued on page 30 
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there are department stores on the 
European pattern, large blocks of 
modern flats and 10- or 12-storey 
office buildings) consists of miles 
and miles of small open-fronted 
shops which stock miscellaneous 
collections of goods, tidily dis- 
played in an eye-catching way. 
Packaging here is vital, and the 
trade mark or brand name should 
be given great prominence in all 
forms of advertising. This is 
because the local consumer, in 
particular, although he may not 
be able to read Englfsh characters, 
quickly adopts a generally used 
name suggested to him by the 
appearance of the goods. 


Population of Malaya 


Malaya is of supreme import- 
ance in the Far East to the British 
exporter. In the Federation, 
which has a_ population of 
5,888,578 (1954), the Chinese 
population is approximately 
2,100,000 and Malays approxi- 
mately 2,800,000, Indians 618,000. 
The Chinese are again quite 
dominant. Whereas in Singa- 
pore advertising is directed at the 
Chinese, in Malaya it should be 
spread also to the Malays and 
Indians, in the important distribu- 
tion centres as Kuala Lumpur, 
Georgetown and Ipoh. 

From an advertising point of 
view, press coverage is more con- 
centrated in Singapore, but with- 
out doubt one of the most 
valuable media for advertising in 
both Singapore and Malaya is 
cinema advertising. Great care 
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FOCUS ON THE FAR EAST 


Brand name significance 
in the Singapore market 


must be taken in ensuring that 
the right approach is made, and 
advertisements must be specially 
prepared for this market. Radio 
advertising through Rediffusion is 
also a valuable medium. 

In the case of Burma, there are 
considerable obstacles at present 


A typical Muslim book store in Singapore. 
in mass display—are sold side by side with cigarettes and confectionery. 


to a concentrated marketing 
effort. Since the end of the war, 
the country has been faced with 
very grave internal problems of 
civil war, resettlement and adjust- 
ment. The country was devas- 
tated between 1941 and 1945 and 
in recent years some progress has 


Newspapers, magazines— 
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been made in bringing under con- 
trol the internal strife caused by 
armed political parties fighting 
among themselves and against the 
government in Rangoon. 


The state is playing the major 
role in industrial development. 
Substantial World Bank credits 
have recently been made avail- 
able to Burma for the improve- 
ment of transport, communica- 
tions and port installations. A 
large portion of the rice trade 
(a major element in the Bur- 
mese economy) is dependent 
upon government-to-govern- 
ment deals and Burma has a 
number of barter agreements 
with the Soviet Union and other 
Communist countries. 


Literacy is more general than 
in most Asiatic countries and 
good progress is being made in 
re-organising the educational sys- 
tem. An important feature of 
this is a mass education scheme 
introduced for the adult popula- 
tion of rural areas. Burma's 
principal imports are cotton 
fabrics, yarns and thread, machin- 
ery, transport equipment and 
manufactured metal goods. Apart 
from rice, which accounts for 75 
per cent of the total, the principal 
exports are metals, teak and raw 
cotton. 

For the advertiser, the selection 
of media available (apart from 
posters and point-of-sale) covers 
mainly press and cinema. There 
are English language newspapers, 
Burmese and Chinese. Cinema 

@ Continued on page 32 


REDIFFUSION 
UNLOADED 


THIS 
SHIP! 


In Britain’s Far Eastern markets the spoken word has special impact 


The Rediffusion network in Singapore, Kuala Lumpur, Penang and 
Hong Kong speaks daily in many dialects to more than |,000,000 
listeners. Rediffusion is the only means available to Advertisers 
wishing to reach every section of the population—the vast 
majority of whom cannot read or write. The powerful impact of 


Rediffusion’s spoken commercials is closely knit with programmes 
of popular music and human interest designed especially to appeal 
to these multi-racial audiences. Rediffusion with its persuasive 
power of personal selling enters into the homes of all ages and 
income groups and never stops to ask ‘*‘Can you read?”’ 


OVERSEAS REDIFFUSION LTD. 
Carlton House, Lower Regent Street, London S.W.|. 


PLEASE CONTACT DIRECTOR OF ADVERTISING 


Exclusive Representatives in the United Kingdom for major Radio, Rediffusion and T.V. Stations and Networks in Australia, Canada, 
Caribbean, Ceylon, Ethiopia, Europe, Far East, Fiji, French West Africa, India, Latin Americas, Malta, South Africa, West Indies, etc. 


Whitehall 0221 
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REWARD 


$05,500,000 


£105,500,000 was the reward earned by Companies in the United 
Kingdom who exported their goods to Singapore, Malaya and 
Hong Kong in 1955. 


WHAT WAS YOUR SHARE OF THESE MARKETS ? 


MARKLIN ADVERTISING LID. 


SINGAPORE HONG KONG BANGKOK 


P.O. Box 732 P.O. Box 1295 
Singapore Hong Kong 


Cables: MARKADS Singapore MARKADS Hong Kong 


LONDON OFFICE: Chalcroft Ltd., 3, Cork Street, London, W.1. 
EZ 
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MALAYA 


FIRST IN THEIR AREA, LOCAL 
PAPERS WITH LOCAL VIEWS 


PENANG 

‘Kwong Wah Yit Pak’ chinese Morning Daily Aud. Circ. 8,492 
‘Straits Erhar’ english Morning Daily Cire. 19,312 

‘Sunday Gazette’ enciish weekly Cire. 20,845 

*Warta Negara’ matay Morning Daily Circ. 6,000 

IPOH 

‘Kin Kwok Baily News’ chinese Morning Daily Cire. 9,015 


KUALA LUMPUR 


‘China Press’ chinese Morning Daily Cire. 15,778 
‘Malay Mail’ engiisn afternoon Daily Cire. 13,494 


‘Tamil Nesan : Tamil Morning Daily Circ. 11,900 


SINGAPORE 


FIRST IN THEIR CLASS, NATIONAL 
PAPERS WITH NATIONAL NEWS 


‘Endian Daily Mail’ engiish Morning Daily Circ. 8,000 
‘Nanfang Evening Post’ chinese aternoon Daily Circ. 28,109 
‘Nanyang Radio Weekly’ chinese circ. 25,300 
‘Nanyang Siang Paw’ chinese Morning Daily Aud. Circ. 63,728 
Sundays 70,509 
‘Saturday Revivw’ chinese weekly Circ. 16,300 
‘Tamil Muragi’ tami Evening Daily Circ. 20,000 Sundays 21,500 
‘Utusan Film & Sport’ Malay Weekly Circ. 26,429 
‘Utusan Kanak Kanak’ satay chitdren’s Weekly Circ, 14,867 


‘Utusan Melayw’ matay Morning Daily Aud. Nett Cire. 27,000 


‘Utusan Zaman’ Malay Sunday Aud. Nett Circ. 30,000 


A COMPLETE ADVERTISING SERVICE HERE IN LONDON 


For Market Information, Rates, Specimen Copies and details of 
cinema and poster advertising, contact: — 


COLIN TURNER (London) LTD. 


NASSAU HOUSE, 122 SHAFTESBURY AVE., LONDON, W./ 
Gerrard 7459 
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FOCUS ON THE FAR EAST 


Key role of 
Hong Kong 


advertising is important, the cost 
of showing a two-minute film 
ranging between approximately 
£7 10s. and £12 10s. a week per 
cinema. 

The country is also reached by 
Radio Ceylon—but that is 
expensive for covering Burma 
alone. 

Duty free port 

Except for a few items, such as 
liquor, tobacco and petroleum 
products, Hong Kong ts a duty- 
tree port, on which the China 
trade was originally centred. All 
goods (except strategic materials) 
are readily imported into Hong 
Kong on production of an im- 
port licence, which is freely 
given. Foreign exchange is 
usually available for all imports 
for consumption in the colony 
and for re-export, provided that 
evidence is forthcoming that no 
re-export will contravene sterling 
transfer regulations. British 
goods have Imperial Preference 
and there is a registration tax of 
15 per cent on all cars other than 
those manufactured in the 
Commonwealth. 

Living chiefly on the entrepot 
trade, Hong Kong, along with 
Singapore, is an exchange centre 
for the manufactures of the 
Western Hemisphere and _ the 
raw materials of the East. Thus, 
most of the imports are destined 
for re-export. Imports destined 
for internal consumption are 
foodstuffs, cotton and wool tex- 
tiles, vehicles, machinery, manu- 
factured goods and petroleum 
products. 


Range of exports 

A high percentage of Hong 
Kong's exports are of indigenous 
manufacture, chiefly of engineer- 
ing equipment, cotton, wool and 
silk textiles, including made-up 
cotton underwear, and some con- 
sumer manufactures. A_ large 
percentage of these come to the 
United Kingdom. There are 
English and Chinese  news- 
papers. 

Cinema advertising is very 
effective, although expensive. 
Costs range between £18 15s. to 
£29 10s. a week for a one-minute 
film in one of the good-class 
cinemas and from £11 to £18 15s. 
in the lower-class variety. 

Radio advertising operates 
through Rediffusion, with 55,625 
subscribers. There are two pro- 
grammes (in Chinese) Silver 
Network; and (in English) Blue 
Network. Outdoor advertising 
is very comprehensive, and most 
hoardings are floodlit. 

In this small area, there are 
some 2} million people, 98 per 
cent of whom are Chinese— 
living and working in an atmo- 
sphere which is primarily 
European. Hong Kong’s busi- 
ness centre boasts excellent 
banking and financial facilities, 


oe “« oe 


Let MOLY NOS care for teeth and breath 


The copy in this Kolynos adver- 
tisement, prepared for the Burma 
market by CPV, is in English... 
the picture gives the Burma touch. 


and with their many years of 
experience and renown for fair 
dealing and enterprise, these 
comprise one of the Colony’s 
major industries. They will 
certainly become the spring- 
board for trade with Com- 
munist China as that develops. 

The most sophisticated of all 
the Far Eastern markets is Japan 

but it is heavily dominated by 
the United States, because of the 
large forces maintained there. 
The population is over 88.5 mil- 
lion. It is the most highly indus- 
trialised nation in the Far East 
with a whole range of light 
and heavy industries, including 
mining, metals, machinery, 
chemicals, textiles (cotton, silk, 
wool and = synthetics), cement, 
pottery, glass, rubber, lumber, 
paper, oil refining and ship- 
building. The labour force of 
Japan at the end of 1954 was 
39,230,000 (about 15,610,000 
being paid workers). Of the 
remainder, some 10,090,000 were 
classed as proprietors and some 
12,920,000 were family workers. 
Of the total labour force, some 
14,440,000 were engaged in 
agriculture. 

Principal imports consist of 
foodstuffs (wheat, rice, barley, 
soya beans, sugar, edible oils). 
cotton, wool, mineral oils. 
rubber, iron ore, salt, wood pulp, 
hide, chemicals and machinery. 

The principal exports are 
cotton and rayon textiles, silk, 
heavy and light machinery, ships, 
steel, copper, canned goods, 
chemicals, pottery, tea, bicycles. 
toys, sewing machines’ and 
cameras. 
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are you advertising in 


PAR BAST TRADE 


is your overseas department reading it ? 


— 


No other Trade Journal has ex- 
panded as rapidly in so short a 
time. 


‘AR EAST TRADE was completely restyled 
in 1953. It meets the demands of modern 
Asian countries with an intelligent and under- 
standing approach. It is considered today as 
the best ambassador for trade with Asia. 


Advertising response has leapt from 25 to 8/ 
pages a month, and next year it will be still 
more.* 


But the journal's progress does not stop there. 
It is now being regarded as an absolute ‘must’ 
on any export schedule. Meanwhile, accepting 
as tradition that one half of the world does 
not know how the other half lives, we ven- 
ture to submit that you don’t know enough 
about us. 


Certainly, some 500 advertisers do know—they 


range from Metropolitan-Vickers to the Bank 
of China—BUT DO YOU? 


* Why? Because the paper pulls with the Asian 
reader. It is modern, in good taste, and above 
all it recognizes the role of Asia in the modern 
world. 


1953 —_25 PAGES OF ADVERTISING 
1956 — 81 PAGES OF ADVERTISING 


The journal circulates in China, India, Pakistan, 
Burma, Ceylon, Hong Kong, Indo-China, 
Indonesia, Japan, Malaya, Singapore, Thailand, 
Australia, New Zealand and Europe. 


Its circulation in China is unique, and the many 
letters on our files testify to China's ‘open 
door’ attitude. The magazine is circulated to 
leading centres at the request of the Chinese 
authorities themselves. 

Modern China needs British goods for her 
enormous development projects. The trade 
embargo is almost at its end (have you read the 
American Press lately?). When it is removed, 
there will be a stampede—a stampede among 
Britain’s competitors, who are already losing 
no time in getting a foothold—embargo or no 
embargo. 

And what about the rest of Asia? Figures 
speak for themselves. Last year India imported 
from Britain £131 million worth of goods, 
Pakistan £36.7 million, Burma £22 million, 
Ceylon £21.8 million, Japan £14 million, Malaya 
and Singapore £85 million, Hong Kong £25.9 


GOING SUM! 


Member of the Audit Bureau of Circulations 


NEW PUBLISHING OFFICES : 
LAURENCE FRENCH PUBLICATIONS LTD.., 
3 Belsize Crescent, London, N.W.3 
Cable address: FRENPUB, LONDON 
Telephone: swiss Cottage 4481 (5 lines) 


phone or write for specimen copy and rate card 
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million, Thailand £12 million, Indonesia £11.4 
million, to say nothing of the hundreds of mil- 
lions to Australia and New Zealand. 


A recent authoritative report pointed out that 

industrialization in Asia is creating for Britain 

more opportunities than it destroys. Britain's 

export figures to Asia are going up all the time 
so is Our advertising. 


We don’t believe Britain is falling back to the 
level of a ‘had-it’ nation. On the contrary we 
believe Britain can lead the world in industrial 
development, management and worker in- 
tegrity. The correctness of our policy has been 
shown by the support we have received from 
so many leading firms in Britain. 


We believe in our mission—to foster Britain's 
role in the development of the modern Asian 
world, and to be a voice for ‘the 1,200 million 
people in Asia. 


We should like to have your support, and offer 
our co-operation to assist you in reaching the 
new markets of Asia. 
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RITAIN’S Far East is a 

market importing British 
consumer and capital goods at 
the rate of more than £100 
million annually—a hungry 
market of many tongues and 
races in which Rediffusion (the 
word in Chinese is Lai Tak Foo 
Sing—“the Beautiful Voice’’) 
plays a vital role in selling the 
products of British, American 
and local advertisers to more 
than a million consumers daily, 
in their homes. 

Rediffusion’s kar Eastern 
commercial networks are in 
Hong Kong, Singapore, Kuala 
Lumpur and Penang, and in these 
thriving cities Rediffusion has 
soared to new heights in listener 
figures and advertising contracts 
that expand monthly. Rediffusion 
is the only commercial sound 
outlet in these territories and its 
programmes in English, Chinese 
dialects, Tamil and Malay each 
reaches to all sections of the 
population, a considerable per- 
centage of whom can neither read 
nor write. Each day 34 hours 
of programming are provided in 
two separate channels. 


Use of dialects 


In Hong Kong, Singapore, 
Kuala Lumpur and Penang, Re- 
diffusion originates its own 
sponsored and participating pro- 
grammes and also relays certain 
selected programmes from other 
sources. In each city subscribers 


hear broadcasts in all the prin- 


34 


FOCUS ON THE FAR EAST 


Advertising campaigns planned 
for this region of the world 
cannot afford to ignore 

the medium of radio 


Ads over the air pay 


off with interest 


By ARTHUR J. MATHERS, 
director of advertising, Overseas Rediffusion Lad. 


cipal dialects of the Chinese 
language, as well as in English, 
Malay and Tamil. On all sta- 
tions a language balance is 
varetully followed and _pro- 
gramme design keyed to the tact 
that Chinese comprise the 
majority of listeners. 

In Hong Kong—industrial hub 
of the Far East—the Rediffusion 
network blankets the densely 
—— city and suburbs of the 
sland itself, Kowloon and the 
New Territories, and reaches 
more than 500,000 people. “The 
Beautiful Voice” is installed in 
private homes, offices, hotels, 
restaurants, bars, cafes, tea-and- 
coffee-shops and retail stores. 

Many listeners, and especially 
the Chinese (67 per cent of Re- 


In Japan, 
Your 


personnel 


associates. 


Two thousand five hundred trained 
at Dentsu’s 28 offices 
throughout Japan are ready to lend 
a hand in the planning and execu- 
tion of your campaigns for the 
Japanese market. 

Established in 1901, Dentsu handles 
40% of Japan’s overall ad volume 
while offering 


service to our many clients and 


We are confident that our half- 
century of experience in this market 
can be of value to you too. 


DENTSU 


Advertising Limited 


DLENTSU BLLG. NISHI-GINZA, TOKYO 
CABLES: DENTSU TOKYO 


Is Our Business! 


a comprehensive 


diffusion programmes are in 

Chinese) keep the service on all 

day. Each of the three lan- 

guage networks—Blue (English) 
and Silver and Gold (Chinese) 

—operates for 17 hours daily. 

Chinese broadcasts are in Can- 

tonese (22 hours daily), Man- 

-darin (seven hours daily), 

Swatowese, Shanghai and other 

dialects. 

The high standard of education 
prevailing among Chinese in 
Hong Kong (particularly in the 
20 to 40 age group) means that 
many of these are equally at 
home with English and Chinese 
programmes. “Live” and recorded 
programmes reach a high level of 
entertainment, and include ever- 
popular traditional Chinese opera 
and story telling, lively musicals 
drama, outside broadcasts o 
sport and national events and 
much other material. Rediffusion 
is widely used by major inter- 
national advertisers as their fore- 
most advertising medium in Hong 
Kong. Imports from the United 
Kingdom of consumer and capital 
goods (machinery, chemicals, etc.) 
are running at the rate of £30 
million annually. 

In Singapore, economic heart 
of a huge commercial area, Re- 
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diffusion has 34,000 subscribers 
with an average listener figure 
reaching 350,000. Because over 

per cent of subscribers are 
Chinese, Rediffusion’s Gold net- 
work broadcasts in English 
(mainly), Malay and some addi- 
tional Chinese. Rediffusion Singa- 
pore blankets the business and 
main residential areas of the city 
and caters for most retail outlets. 

During the day hardly a store 
is not switched to the commercial 
programmes and _ shopkeepers 
fully exploit this unique “point 
of sale” impact. Research shows 
high listenership is maintained 
throughout the 17-hour broad- 
casting day and that the majority 
of listeners are women. This fact 
is of vital importance as women 
are by far the biggest spenders 
of the family income in the Par 
East. 

It is estimated that 50 per cent 
of the Singapore population is 
under 21 years of age and there- 
fore particularly receptive to 
advertising by spoken’ word. 
Imports from the UK into this 
wealthy island, about the size of 
the Isle of Wight, are running at 
the rate of £42 million annually 
and include a wide range of con- 
sumer goods. 


Big area covered 


Rediffusion also gives intense © 
coverage of Kuala Lumpur, 
which, as the capital of the 
Federation of Malaya, spreads 
its influence over the whole 
peninsula from Penang to the 
Straits of Johore, an area larger 
than that of England and with a 
population of almost five million. 
The 12,663 subscribers to Redif- 
fusion Kuala Lumpur include, in 
addition to privates homes, prac- 
tically all of the restaurants and 
hotels, clubs, cafes and shops. 
Listenership is in excess of 
130,000 of which it is estimated 
that 80 per cent is Chinese. Local 
Chinese control a large propor- 
tion of the retail trade and repre- 


@ Continued on page 36 


View of a Rediffusion outside broadcast, taken from a Hokkien 
opera. In the emperor's sitting room, three court ladies are discussing 


personal problems. 


The lady on the left is singing her views to the 
others. 
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SERVICE 


| dvertising 
progress AGYetee 


CHARTERED BANK BUILDING 
“CROSBY HOUSE” 
No. 71, ROBINSON ROAD 


SINGAPORE 
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FOCUS ON THE FAR EAST 


Powerful sales influence 
of the ‘Beautiful Voice’ 


sent a major part of the Malayan 
market for British goods. Pro- 
grammes are broadcast over the 
networks in Cantonese, Mandarin 
and other dialects, Tamil, Malay 
and English. The station has a 
first-rate library of musical and 


lower among the younger genera- 
tions. Programmes are broadcast 
in the principal local Chinese 
dialects (Gold network) as well 
as in Malay, Tamil and English 
(Silver network). Advertisers are 
advised to use Mandarin and 


Chinese story tellers and tradi- 
tional operas—some of which 
continue for many hours—have 
also consistently won and retained 
peak audiences. On all stations 
Rediffusion makes a careful study 
of what audiences like best—and 
then supplies it. In Malaya, for 
example, the complete racing 
calendar is now broadcast from 
Singapore, Penang and Kuala 
Lumpur and the company’s 
racing service brings to sub- 
scribers running commentaries on 
all races as well as dividend 
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{Using the idiom 


dramatic transcribed shows and English when appealing to  jecuits Ainnsmy on =ot bys . 

produces excellent “live” pro- younger generations. Shows : sete) ate lle intr nto 

grammes. based on popular songs, films Advertising time on _ Redif- ‘ mite 2 1a ite: ren pe 
Rediffusion Penang did not and local talent score heavily. fusion’s commercial stations in vo wr ta : 


begin to operate until 1953 yet 
already has 9,872 subscribers and 
a total listenership of approxi- 
mately 95,000. The Rediffusion 
time-signal at 6.30 a.m. serves in 
many quarters of Penang as an 
alarm clock. In addition to 
thousands of speakers installed in 
homes there are 2,500 in stores, 
850 in restaurants and coffee- 
shops, 153 in hotels, 102 in fac- 
tories and 11 in hospitals. 

The degree of response to 
Rediffusion advertising is excel- 
lent—audience research has 
revealed that about 55 per 
cent of inhabitants consider it 
to be the medium which influ- 
ences them most in buying 
goods advertised. 

There is greater illiteracy in 
Penang than in Hong Kong or 
Singapore, although it is much 


_ 


“ 


Variety of programmes 

The programme resources of 
Rediffusion in the Far East 
embrace a wide variety of trans- 
cribed programmes in English, 
made especially for sponsorship, 
by the finest production houses 
of Britain, the United States, 
Canada and Australia. Redif- 
fusion’s library of Chinese 
recordings is the finest in the 
world. “Live” locally produced 
broadcasts — including quizzes 
and other audience participation 
shows and relays featuring film 
stars and other celebrities from 
local restaurants and European 
and vernacular theatres—have 
been found to be excellent 
audience builders and are heavily 
used by international advertisers 
on all stations. 


| 
MATH 


Consultants for the Orient 


ee 


the Far East is strictly balanced. 
Sponsored programmes and 
participating programmes de- 
signed for “spot” advertising 
are dovetailed with non-com- 
mercial relays into the most effec- 
tive programme pattern. Speak- 
ing generally, commercial scripts 
must not exceed seven per cent 
of total programme time. And 
thus, in a 15-minute programme, 
the commercial script must not 
exceed one minute, or approxi- 
mately 150 words. 


That Rediffusion’s “Beautiful 
Voice” is very powerful is a fact 
increasingly accepted by Britain's 
rapidly developing Far Eastern 
communities. These people have 
a new and growing social con- 
sciousness and the buying power 
to match it. 


UST ten years ago, Elma Kelly returned to Hong Kong. 


One of the basic principles of 
advertising in the Far East is to 
use the local idiom—pictorially 
as well as_ verbally. Many 
advertisers go wrong by using 
European selling in their pictures 
and copy. For Ribena, in 


Burma, CPV used the European 
prestige angle to sell to the higher 
income groups. 


In drenching rain five of her 1941 staff stood on the wharf 
to greet her. The post-war colony was full of problems, but 
these six old associates had such faith in each other that none 
had doubt of the future. When they met in the hotel foyer 
next day they discovered their only assets were their talents, 
their courage and determination. But at that meeting Cathay 


Limited came into being. 


Now Cathay Limited employs 100 people, all contributors 
to the efficiency of an advertising organization with branches 
in Singapore and Bangkok. Ten senior account-executives 
lead teams of artists, calligraphers, translators, silk-screen 


workers, display men, salesmen, printers and clerks to work 


for Cathay clients. 


Year by year for ten years Cathay Limited has built up a 


service which gives the best in advertising by any medium for 
any firm interested in the vast markets of the Far East. 


HONG KONG 
Pr. DB 


Box 117 Pp O. 


ELDO 


Cables: 


Cables: 


SINGAPORE 


BANGKOK 


Box 1941 P.O. Box 656 
ELDOSIN 


Cables: ELDOBAN 
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TYPOGRAPHY IN ADVERTISING 


Paper advertising makes 
a typographical hit 


[HE début of Spicers Ltd, 

the paper merchants, as 
national advertisers during 
recent weeks has _ provided 
some noteworthy examples of 
really well co-ordinated art- 
work, copy and typography 
that deserve close study by ad- 
vertising men of every level. 

The example reproduced here 
occupied a full page in the Octo- 
ber 19 issue of ADVERTISER'S 
WEEKLY, and was an adaptation 
of the first insertion of the cam- 
paign—a front page solus in the 
Evening Standard—a few weeks 
earlier. 

Little enough original thinking 
seems to have been devoted to 
the subject of paper advertising 
in the past, and both Spicers and 
their agents (T. Booth Waddicor) 
are to be congratulated on a very 
promising start to a courageous 
campaign. “Clever” angles of 
this kind demand very sensitive 
handling and lightness of touch, 
and each insertion to date has 
successfully developed its own 
individual gimmick whilst retain- 
ing the series relationship. 

The typographical element is 
confined to Perpetua, which is 
closely associated with Spicers’ 
trade press advertising, and 
exemplifies the close attention to 
detail normally represented in 
TBW campaigns. The word 
spacing and leading of the text 
composition is particularly satis- 
fying, but the two major display 
elements (“PAPERS” and 
“SPICERS”) would benefit in 
subsequent settings from a 
discreet addition of letterspacing. 


Walbaum in fashion 


TYPOGRAPHICAL FASHIONS in 
press advertising are apt to creep 
up on us with such stealth that 
we find ourselves almost un- 
consciously involved in them 
before their existence has been 
publicly heralded. An example 
is provided at the present time 
by the sudden prevalence of 
Walbaum and its Medium variant 
in national campaigns. 

Both series have been avail- 
able, with their italics, for some 
20 years past, on Monotype 
matrices, and before that the 
normal weight was imported by 
some of the typesetting houses as 
founders’ type from the Berthold 
foundry of Berlin. 

Among current campaigns 
which employs Walbaum_ or 
Walbaum Medium to excellent 
effect are Burton's Tailoring, 
Lloyds Bank, Smith’s Clocks & 
Watches Ltd. and Guinness. 

The Guinness insertion repro- 
duced here from the Daily 


says SCRIPTOR 


PAPERS 
SPICERS 


This, thinks Scriptor, is worth 
ciose study by all ad men. 


Express shows a monumentally 
simple use of the Medium which 
is cunningly balanced with the 


light-and-shade of the artwork | 


and the Excelsior text setting. 
Used in this way the semi-bold 
weight of Walbaum Medium 
offers a forthright clarity and 
sincerity of purpose which fully 
justify its present delayed action 
popularity. 


Doctor 
husband 
& doctor 
wife both 
praise 
Guinness 


* orn my wife, Dr.... and! gladly 
teatify to our bigh opinios of 
Guinpess both af an every-day 


included. need a little stimulating 
refreshment after an exhausting 
day's work and Gulnnces provides 
the answer,” 

M.B.. Ch.B., FRCS 


© This recent letter received fram @ doctor 
w pudl'ahed by special permission. 


_ Guinness is good for you 


An example of the excellent use 


of Walbaum Medium, in the | 


opinion of Scriptor. 
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‘*...agency typographers will 


note the really excellent 
reproduction qualities of 


‘MONOTYPE’ EHRHARDT 


under news conditions.” 


DIAVOLO: PRINTING NEWS 


Ehrhardt will prove even more useful 
now that it is equipped with its own 


Semi-Bold. 


The Monotype Corporation Ltd., 43 Fetter Lane, London, E.C.4 


REGISTERED TRADE MARK: MONOTYPE 


3! KING s7 
HAMBERS. T MA 


T 
EMPLE AVENUE. £ 


HENDON 
BILLPOSTING 
COMPANY 


AUTOTYPE yoo 
Viaws pohoncees 


In black-and-white or colour 
| AUTOTYPE COMPANY LTD. 
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ADVERTISER'S WEEKLY 


A YEAR OF 


SUCCESS 
FOR INDEPENDENT 
TELEVISION 


General report from the four 


programme companies 


In one year ITV has become a thriving enter- 
prise. It has gathered a huge audience of 64 
millions. Few people who took part in the 
nation-wide controversy which preceded the 
birth of Independent Television would have 
imagined that it could be such a success in so 
short a time. 

Transmission stations have been set up to 
serve London, the Midlands and the North. 
Stations in Scotland and Wales open in 1957. 


More than 200,000 new sets 
a month 


With over 200,000 more being installed every 
month, the ITV audience is growing at the 
rate of at least 640,000 viewers every month. 

All in all there are now well over 2 million 
homes in the whole ITV area capable of receiv- 
ing independent television—one million in 
London, 4 million in the Midlands and } mil- 
lion in the North, including Yorkshire. 


Majority prefer ITV 
In homes where there is a choice of both ITV 
and BBC programmes there is a definite over- 
all preference for ITV (a preference which is 


62 million can now watch ITV programmes 


sometimes as high as 90%). This is particu- 
larly significant when one considers that ITV 
has taken only one year to capture its audience. 


First-class programme planning 


ITV’s popularity can be explained quite simply 
by the fact that the programme companies 
have consistently and successfully provided 
good and well-presented programmes. 

By putting on shows like “Sunday Night at 
the London Palladium,” which attracts some 
5,000,000 viewers throughout the country, ITV 
gains large audiences of immense value to the 
advertiser. 

Independent Television has won a reputa- 
tion, too, among viewers for the vigour and 
freshness of its entertainment. Plays, for ex- 
ample, such as “The Last Enemy” and “It’s 
an Ili Wind” regularly attract two in every 
three sets switched on. 


Ideal audience for the advertiser 


With ITV, the advertiser starts off with one 
basic advantage—he is reaching an audience 
most likely to buy—an audience who have al- 


NUMBER OF SETS 
RECEIVING ITV 


4530000. 
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ready proved themselves responsive to the 
stimulus of new ideas by buying the TV set in 
the first place. 

This is confirmed in the sober light of re- 
search figures which have proved beyond 
question that TV families are clearly better 
spenders than their neighbours in parallel in- 
come groups. They have more children and 
are consequently bigger consumers of many 
nationally advertised products. 
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More advertisers using this new medium 


HEAVY BOOKINGS ON 
ALL STATIONS 


The list of advertisers who are making use of 
ITV as a selling medium grows daily. Some 
began with small, experimental campaigns. 
Others—especially those with considerable 
advertising experience in America—began 
boldly with a long series of bookings. Most 
advertisers have renewed and increased their 
bookings for the coming year. 

In spite of the number of large concerns 
who welcomed the chance to get their pro- 
ducts on TV, many advertisers do not have big 
appropriations to spend. To them commercial 
jelevision has been particularly useful, since it 
has proved at once economical and effective, 
even on a small scale. 

Rates as seen in relation to size of audiences 
show, for the benefit of those who wish to 
make comparisons, a cost per 1,000 which is 
now really economical. 


Selling the product 
TV advertising can be localized to correspond 


BOOKED-UP MONTHS AHEAD 


Independent Television relies upon advertis- 
ing revenue to cover its expenses. Receipts 
from advertisement bookings have increased 
steadily throughout the past year and this 
money is made available for the production 
of new programmes. The programme com- 
panies work together to build up good audi- 
ences all over the country. By networking 
about 40% of the programmes, they share 
their resources, though financially they are 
independent of one another. 


Significant revenue trends 
The increase in revenue is, best of all, proof 
of the effectiveness of Independent Television 


Advertisers are seldom keen to divulge their 
sales figures and advertising methods, espec- 
ially in public, but during the past year there 
has been plenty of evidence to show that tele- 
vision, effectively used, can produce a remark- 
able effect on sales. The manufacturers of 
Gumption, whose advertising appropriation 
had previously been very small, decided to 
explore the potentialities of the medium. Their 
sales rose 372%, in the Midlands and 154% in 
London after an outlay of just £4,500. 


Retailers report results 
overnight 
The first man to feel the results of a television 


commercial is the retailer. He can tell at once, 
from the number of units sold, how success- 


with limited distribution areas, and it is a 
medium capable of arousing immediate con- 
sumer interest. As well as increasing sales of 
established goods, it has been an invaluable 
means of launching many new products. 


400%, rise at a cost of 
only £1,375 

Last December, Pliobond—a unique adhesive 
made by The Goodyear Tyre and Rubber 
Company—was launched in the Press. (There 
were many other lines of adhesives on the 
market.) Then five 60-second spots appeared 
on TV in the last week of April at a cost of 
£1,375. The results exceeded all expectations ; 
volume sales figures bounded up by nearly 
400°%—and stayed up. Sales outside the TV 
area remained static. 

In fact it is now clear that Independent 
Television is, after one year, the spearhead to 
many hard-selling schedules covering the 
national press, magazines, films or other media. 


Variety 
During the past year the commercial television 
public has seen advertisements for everything 


Advertising revenue on the increase 


as an advertising medium. The revenue for 
this quarter already far exceeds that received 
during the same quarter last year. 


Healthy future for ITV 


The future of ITV depends largely on the best 
use that can be made by advertisers of this, 
the most dynamic means of communicating 
ideas. In the belief that one man’s independent 
evidence is worth a lot of generalization, we 
approached the Managing Director of Max 
Factor, Mr. Jack Klein. He said, “Today, 
with a first-class range of products backed by 
vigorous advertising in all media, Max Factor 
is the fastest-selling cosmetic on the market. 
In this highly competitive field, TV is a valu- 


Sales-revolutionary effect of TV advertising 


fully the medium has been used. 

Associated TeleVision were particularly 
anxious to get at the facts,so they carried out 
a study among retailers to find out how the 
sales impact of TV advertising compared 
with other forms of promotion. 

These are the findings: TV commercials 
arouse far more customer comment than 
any other advertising (86%, of customer com- 
ments specified TV advertising). Half of all 
the retailers contacted had stocked at least 
one new brand as a result of TV advertising. 
54%, of the retailers claimed that television 
was responsible for specially good sales of at 
least one product in their shops. 

Nielsen reveal success 
ITV’s marked and beneficial effect on sales 


NUMBER OF 
PRODUCTS 
ADVERTISED 
ON ITV 


SEPT 
1955 


from soup to socks, from wool to washing 
powder and from motor cars to mincemeat. 
Animated cartoons, outdoor photography, 
live demonstrations, optical tricks, jingles, 
music, persuasive commentaries—all these 
are the weapons of TV advertising, and all 
are serving their turn. 

Television is a flexible, varied medium cap- 
able of infinite variety and achieving an im- 
pactinthehomegreaterthanany othermedium. 


iM EXPENDITURE ON ALL STATIONS 
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able addition to other media, offering as it 
does added impact for the large range of pro- 
ducts that Max Factor market.” 

Confidence of this kind ensures a healthy 
future for ITV. 


trends has also been brought to light by the 
well-known independent research organiza- 
tion, A. C. Nielsen Company Ltd., in their 
first report of the sales effectiveness of tele- 
vision advertising. For instance, they point 
out that in grocery shops in Greater London, 
almost two out of three of all brands that used 
ITV increased their competitive share of the 
market in that area. Only one out of three 
brands which did not use ITV made similar 
gains. Indeed, after a critical appraisal of the 
overall picture, Nielsen came to this conclus- 
ion, and here we quote their own summing 
up: “On the average, brands using TV adver- 
tising enjoyed more favourable sales trends 
than the competing brands which did not use 
TV advertising.” 


General Note: figures supplied by Media Records, and Television Audience Measurement Ltd. 
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PHOTOGRAPHY IN ADVERTISING . . . . - 


Reflections on soap flake advertising 


Showing the 
stockings by 


inference 


HERE are odd occasions 

in a photographer's life 
when things all smoothly knit 
together and the assignment 
becomes a pleasure instead of 
the more usual unholy head- 
ache. 

Our choice this month happily 
comes into this category, and 
Richard Dormer’s shot for Lever 
Bros. Lux advertisement is a 
striking piece of work. 

It is perhaps striking in more 
senses than one. 

The original theme dreamed up 
by J. Walter Thompson Co. Ltd.. 
demanded the co-relation of 
stockings and underwear in a 
manner that truly indicated the 
value of the old slogan, “if it's 
safe in water, then it's safe in 
Lux.” But those at the agency 


Photograph of 
the Month—30 


went further, and suggested the 
reflection idea as well—so that 
photographer Dormer had a 
pretty comprehensive brief. 

But briefs, as so often happen, 
have side twists that are not 
immediately apparent. 

What sort of relative size is 
there going to be on a nega- 
tive between the full billowing 
underskirt and the actual pair 
of visible legs? Would the 
sheer mesh of the nylon stock- 
ings therefore be visible on the 
final print? 

Certainly not, if the photo- 
graph were taken from a frontal 
viewpoint. In fact, certainly not 
from any viewpoint, unless you 
can find some means of suggest- 
ing it and leaving optical 
associations to do the rest. 

That is exactly what Richard 
Dormer has done. 

By concentrating on the back 
view he has cleverly used the 
seam line to prove the existence 
of the stockings and, by inference, 
the fineness of the mesh. A very 
nice touch indeed, for which, in 
our opinion, he deserves full 
marks. 

The rest of the shot was com 
paratively straightforward. 

The idea was simply to get a 
very farge mirror, stand the 
model on it and by use of a long 
focus lens and very careful differ- 


ential focusing keep the far edge 
of the mirror itself completely 
diffused into a neutral  back- 
ground, 

In practice it was not quite 
so easy as that. For the largest 
mirror that could be got for 
the occasion did not permit of 
quite sufficient depth, with the 
result that something of the 
edge did, in fact, come through 
on the print and had to be dis- 
creetly sprayed out. 

But that is just one of those 
unfortunate things which do not 
detract from a first class job. 

The traditional optical formula 
that the angle of incidence is 


equal to the angle of reflection 


reflectors kept the general over- 
all key to medium. 

Knowing what envious glances 
the name usually conjures up, we 
might just mention that Mr. 
Dormer used a Hasselblad for 
the job with a very long focus 
lens. 


was faithfully applied. A 2 kW 
spot from about 45 degrees back 
provided the main light, and its 
angle of incidence kept all re- 
flections well clear of the camera 
line. And 4,000 watts of fill-in 


lighting bounced off white card 

hy the first issue of each month ADVERTISER’S WEEKLY pub- 
lishes an outstanding commercial photograph chosen by a 

selection panel comprising a nominee of the Institute of British 

Photographers, the Editor of ADVERTISER’S WEEKLY and Ben 

Freeman. Photographs should be sent to the Editor and the test of 

eligibility is simply this . . . Is the photograph selling something ? 
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and Beauty 
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Negative on Ilford HP3 flat film by P3 j Ww f its job w 
Stewart Bale Limited, Liverpool and London. HP is al eee eee ae 


out-of-doors or in the studio. Its inherent 
good qualities make it equally as suitable for 
the still as for the rapidly moving subject, a 


point which is beautifully demonstrated by 
f L t 0) “4 f this fine record of a typically English house 
and garden. 
Plates and Flat Films 


ID-11, 1D-48 and Microphen 


ILFORD LIMITED - ILFORD 
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More than 4,600 civil ser- 
vants of the Admiralty work and 
live with their families in Bath. 


The salary total is over £3 | 
million a year—practically all of | 


which is spent in the city. 

And this is in addition to the 
prosperous Industrial, Tourist, 
Professional and Agricultural 
Communities which make Bath 
and its adjacent county areas 


such a rich market for every 


kind of product. 


The Bath Chronicle gives you 
blanket coverage (14 copies for 


every house in the city) for only | 


10/- s.c.i., and also has a big 
circulation in West Wilts and 


North Somerset through the | 


Branch Offices at Trowbridge, 
Chippenham, Devizes, Radstock 
and Keynsham, so it should not 


be omitted from any schedule 


intended to cover the West. 


You can’t cover the West 


| Bath dents 
‘wees & HERALD’ 


4S TASL ISHED seéar 


* Not to mention the three weeklies which 


reach the prosperous West Countryman at | 
week-ends when he has the time to read | 


them:—SOMERSET GUARDIAN, WILT- 
SHIRE NEWS & 
CHRONICLE. Get full details —s S. H. 

E.C.4, 


Ellis. Cromford House, * Marke: | 
Street, Manchester 4, or Head Office, 33 | 


Westgate Street, Bath. 


CounTRY 


Here in the Home Counties News- 

papers country, between the 
Oxtord Road and the Great North 
Road, is the richness of industry and 
agriculture married to the commu- 
nity life of local people—and where 
the local papers of the H.C.N. 
Group enter the homes of the 
people. 


GET THE FACTS TO-DAY FROM 
WILL KITCHEN jnr. LTD. 


a Net Sales Jan./June 140,285 


J0'- 


Represented in London by 
WILL KITCHEN, Jnr. LTD. 
131 Fleet Street, E.C.4. Central 1960 

Head 


Office LUTON. Phone 5050 
Adverti ger: C. W. Gilder 


siCOL 
INCH 


Always insist upon using ABC 
journals like the 
NATIONAL NEWSAGENT 
BOOKSELLER 
STATIONER 


and ensure a guaranteed 
net sale circulation 


Details and rate card of this 
leading and independent 
trade Journal from 


149 Fleet Street, E.C.4 


CITY 2604 (5 lines) 


BATH WEEKLY | 


| For Colour 


DYE TRANSFER PRINTS 
GIANT TRANSPARENCIES. 
EKTACHROME PROCESSING 

DUPLICATE TRANSPARENCIES. 
FLEXICHROME PRINTS. 
CARBRO PRINTS. 


Contact 
STUDIOS FIFTY-ONE LIMITED 


14, GREEK STREET, LONDON, W.! 
PHONE GERRARD 0016 (5 lines). 
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PHOTOGRAPHY IN ADVERTISING 


Show those pictures— 


it’s valuable publicity 


F there’s one thing that 
can safely be said about any 
annual exhibition of the Royal 


| Photographic Society, it is that 


the show is always stimulating. 
That does not absolve it from 


| direct criticism, neither does it 


warrant unstinted praise, for 


| the effect upon the individual 


| opinion 


| besides 


will always be as diverse as the 
individuals themselves. 


But I hope you duly went to 
see it and are fully prepared to 
commit yourselves in more direct 
fashion than Professor Richard- 
son did when he performed the 
Opening ceremony. While his 
speech was vastly entertaining, 
the president of the Royal 
Academy carefully refrained 
from admitting that photography 
was in any way truly artistic. He 
would go so far as to value its 
presence for record purposes, but 


beyorid that he was holding out 


no hope that the RPS might one 
day be a sub-section of the RA! 


Apathy of professionals 


| would deplore the lack of in- 
terest shown by the general run 
of professionals in the RPS show. 


Getting pictures thrown out 
of an exhibition has a salutary, 
if chastening effect. And that 
there are good pictures avail- 
able, this column endeavours 
to prove month by month. 
Why not then get a few of the 
more strikingly artistic ones up 
on the wall? Apart from any- 


This photograph 


| by John Antill was 


brought off by the 
“black on black” 
technique. In the 
of Ben 

reeman the 
method really has 


| a powerful effect 


upon the viewer— 
doing 
things to models. 


says BEN FREEMAN 


thing else it is free publicity for 

the client. 

This year’s show on my rating 
was below par. 

I was not altogether happy 
about the quality of some of the 
prints and there was a good deal 
of sameness about the subject 
matter which did not augur any 
too well for what should have 
been a pretty varied show. 

All the same, I still came away 
with something to think about— 
and that was the main thing. 
Perhaps we can hope to see more 
professional work there another 
time. The RPS has an inter- 
national prestige and I am quite 
sure the IBP will not grudge a 
little more professional support. 


All black technique 


THE QUESTION of photograph- 
ing the black cat in the coal cellar 
is one that has cropped up with 
amazing regularity over the years. 
It may even be on record that 
somebody tried to do it. 

Nearest approach to the work- 
ing example is this shot by John 
Antill for John Selby dresses. 
Calling it the “black on black” 
technique it really has a powerful 
effect on the viewer and it can 
transform even a dumb blonde 
model into something “living.” 
In this particular case no such 
transformation was necessary. 

The white, blurred motion 
background eliminates the stiff 
starchiness which has come to be 


@ Continued on page 43 
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For safety’s sake—always 


check 


This photograph 
shows the correct 
method of hand- 
ling water mains. 
The first version 
appalled the tech- 
nical expert who 
insisted upon pre- 
senting the job in 
the right manner. 


associated with fashion photo- 
graphy. My view always has 
been that clothes were made to 
be worn and the more naturally 
elegant they look in pictures the 
better customers are likely to 
want them. Once they are pre- 
sented in the too haute couture 
fashion of unsullied supernatural 
elegance, the ordinary souls who 
form the mass of the general 
population are left by the way- 
side—and with their-money still 
in their pockets. Lancashire 
knows that for a start, so I am 
told. 

Well, perhaps I have let myself 
go a bit there, but if it starts an 
argument, so much the better. 1 
am ready if you are. 


Keeping it dark 

THE TROUBLES that an indus- 
trial photographer can run into 
are far too numerous to mention 
—but suffice it to say that, for my 
own part, I long ago learned the 
wisdom of checking with the 
technical experts to ensure that 
nothing was being photographed 
in a way which should never be 
shown. 

Workmen have their own ideas 
of the value of safety measures 
often enough. Little things they 
do which suit their own style of 
working but which, by the strict 
letter of the law, may be wrong, 
ethically, legally or technically. 

I recall a case of the potter 

I was about to photograph on 
one occasion using his finger- 
nail instead of the moistened 
tip of his finger. The manage- 
ment raised hands in horror 
that I should have suggested 
showing him in anything but 
the traditional fashion. 

Latest example of this that | 
have seen is the accompanying 
picture (final result) of the water 
mains at Kingston-on-Hull. 


with the experts | 


Stewarts and Lloyds 
naturally wanting pictures of the 
operation. 

Now look particularily at the 
man pouring the bucket in the 
bottom right hand corner. When 
the shot was first taken the chap | 
concerned was happily sitting 
astride the pipe—presumably a | 
firm believer in pouring in com- | 
fort. 

The engineer in charge of the | 
job, however, had very different | 
views. He considered that sitting | 
astride was a highly undesirable | 
method of carrying out the opera- 
tion and insisted that the man | 
should be shown in a standing 
position. 

So the correct method had to | 
be separately photographed and 


@ Continued on page 44 
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picture (see page 40) within the 
context of an advertisement. 
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further 


Suddenly money is dear and just as suddenly 
markets are more difficult to conquer. 
Publicity is still a vital force in maintaining sales, 
in finding new markets, in developing new ideas, 
but profit margins may have to be trimmed, 
manufacturing methods re-organised, and prices reduced. 

This often means a smaller sum is available 


tor selling and advertising. 


How can you stretch your advertising budget 


to do the same job, and even a bigger job? 


We have specialised for 2¢ years in small budget 
advertising. We know how to make small sums do 


a big job. We should be pleased to tell you how. 
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TIBBENHAM PUBLICITY 


Advertising - Marketing — Public Relations 
244 HIGH HOLBORN, LONDON, 


HOLborn 8074-5-6 


LTD. 


W.C.1 
Telephone : 


cov 


COLYER & SOUTHEY LTD 


17-18 TOOKS COURT. CURSITOR ST £.6.4 PHONE: HOLBORN 6245-6 
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ecceseces: 66 
SYNONYMOUS WITH 


REAL SERVICE | 
ia 
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Regina Studies 


(SIGNS & DISPLAYS) LTD 


SILK SCREEN PRINTERS 
IN ADVERTISING 


Chiswick 3359, 1789 & 6718 j 


QUALITY 


WALDECK ROAD, 
LONDON, W.4 


Sole Agents : 

OVERSEAS PUBLICITY & 
SERVICE AGENCY LTD., 
29, Oxford Street, W.1. 
"Phone : GER 0737.8. 


For the English-speaking people 
of Cyprus, the Persian Gulf and 
Beirut 


cYPRUS 
MAIL 


P.O. Box 334 
Nicosia 


29 Oxford St., W.1 
Ger: 0737 


Founded in 1908—the First Journal 
to Serve the Industry. 


THE TOY TRADER 
& EXPORTER 


MEANS BUSINESS 


Rate Card and Specimen Copy 
from 


CHANSITOR HOUSE, 
Chancery Lane, London, W.C 2. 
Tel.: Chancery 4569. 


ESS GMA 
“CLASSIFIEDS " 
PULL in 
Advertiser's Weekly 
Phone yours to WATERLOO 3368 
TPE ATI 
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FOR RENT 


171,428 


PROVEN 
MAIL ORDER BUYERS 


All have purchased postage stamps 
by mail from our ads in the national 
press or comic books in the last 15 
months. Many have bought from 
3-15 times. About 75° juveniles— 
and 100% cash buyers!!! A 

live, active list. 

1 TIME RENTAL —4£6 PER 1000 
(minimum test 5000 names) 
Delivered on gummed labels ready 
for your mailing piece ; or any 
other way by arrangement. 
References 
Ad. Agency: 
Bank 
E.C.3. 


BROADWAY APPROVALS LTD. 
486 Old Kent Road, London, S.E.!. 


D. H. Brocklesby Ltd. 
Westminster, Mark Lane, 


BERmondsey 3955 


gm 
R. P. GOSSOP LTD. 


@ Artists’ Agents @ 


36, CARTER LANE, E.C.4 
CENTRAL 6950 


Commercial Art & Photography 
Terminus 8770/0973 
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Bank advertisements bring 


spate of good protagrappe 


A pile of money 
set in front of a 
dockyard scene ... 
this super-imposi- 
tion photograph by 
Geoffrey Gilbert 
for Barclays Bank 
has heen picked 
out by Ben Free- 
man as an instance 
of the excellent 
advertisement _ pic- 
tures that are now 
being put out by 
the banks.* 


superimposed on the original 
shot. 

The matto is have the technical 
man with you and ask him to 
survey the scene before you shoot 

. and he can carry his own 
can back afterwards if there are 
technical objections. 

+ - > 


REFERENCE TO super-imposition 
calls to mind this picture by 
Geoffrey Gilbert for Barclays 


Bank—-have you noticed by the 
way the sudden spate of really 
good photography that has come 
out of the bank advertisements? 

A wealth of ideas can be ex- 
pressed by super-imposing, or by 
negative combination or any such 
similar tricks. Perhaps the key 
to this particular effort lies in the 
“copy” which reads: 

“The finance of shipping and 
of the import and export trade 
which that shipping carries is a 
very substantial part of our 
business, so it is proper that 
money should be in the fore- 
front of the picture.” 

It is a pity that the pictures and 
copy do not tie up so harmoni- 
ously more often. Maybe it is 
because the possibilities of this 
technique are too frequently over- 


looked. If the copy were always 
written first and shown to the 
photographer there might be 


quite a Cierent story to tell. 


Now For a few technicalities 
to wind up with. I have recently 
been trying out the Johnson 
Unitex developer over the full 
range of emulsions. The makers 
specially recommend it for HPS 
and Tri-X, but I would not 
quibble with it for general use. 
Each carton of Unitex is made 
up of four packets each of “A” 
and “B” so that each pair (A and 
B) make 300 c.c. and the full 
pack 1,200. The “one-off” film is 
easy to take care of. 

* * 

Kopak’s COoLouR densitometer 
Model I is a simple transmission 
instrument which will enable 


measurements to be taken to the 
centre of a sheet of film up to 10 
by eight inches. It is of the com- 
parator type, unaffected by line 
voltage fluctuation. Not only 
can the photographer determine 
the black and white density at 
any given point in a colour trans- 
parency, but by means of built-in 
red, blue and green filters in the 
eyepiece he can measure those 
colour densities at that point. 
The chief application is obvi- 
ously standardisation and control 
in colour reproduction and in 
making colour correction masks 
and colour: corrected separation 
negs. from colour transparencies. 
This model, at £25, is made of 
black plastic with the wedge scale 
finished in bright yellow with 
contrasting black figures. 


Money is eur busine as 


Barelavs Bank Limited 


This is the Barclays Bank adver- 
tisement showing the above 
photograph in place. 
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Major media 
of a major 
population 
area ... . 


Successful advertising 
campaigns in Yorkshire 


and the North are 
built round — 


THE YORKSHIRE POST 


and 


THE YORKSHIRE EVENING POST 


MEMBERS A.B.C. 


THE YORKSHIRE CONSERVATIV: NEWSPAPER CO., ‘TD., LEEDS W . 7 
LONDON OFFICE: 17) FLEET STREET, E.C4 TELEPHONE :" ME 9693 


FLE 969 
MANCHESTER OFFICE: 5, CROSS STREET, TELEPHONE - BLACKFRIARS 0867 


DONCASTER OFFICE. SCOT LANE. TELEPHONE: 4001 
BRADFORD OFFICE: BROADWAY HOUSE. TELEPHONE: 2157) 
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it is interesting to reflect for 
a moment on the figures for 
the value of the export trade 
of the Yorkshire wool textile 
industry. 

It amounts to this: that one in- 
dustry employing some 157,000 
workers, almost entirely concen- 
trated in one county—and per- 
haps even in one part of that 
county—is contributing to our 
balance of trade as much as the 
saving in foreign currency, 
according to the lowest estimate, 
which can be attributed to the 
whole of the agricultural indus- 
try in this country. 

But before we examine the 
current progress of this industry 
in more detail, let us etch in the 


general characteristics of the 
region. In our last review of 
Yorkshire in ADVERTISER'S 


WEEKLY of May 4, reference was 
made to the continued increase 
in the populations of the West, 
East and North Ridings, totalling 
some 22,000 in the last five years. 

By far the larger proportion of 
the population (approximately 3.6 
million out of just over 4.6 
million) is in the West Riding 
with its heavy concentration of 
industry, while in each of the two 
other Ridings there are roughly 
500,000 people. Changes in popu- 
lation of the main markets are 
reflected in an accompanying 
table. 


Trend of population 


The table shows that, while the 
populations of the East, the 
North and the West Ridings have 
increased during the five years, in 
the West Riding the populations 
of the larger cities and towns 
have been moving out from the 
more densely populated areas. 

Exceptions to the movement 
are in Doncaster, Leeds, Rother- 
ham and York, although so far 
as the latter is concerned, the 
1955 population is still below that 
of 1950. The areas outside the 
county boroughs have increased 
their numbers by about 32,000 
during the same period, of which 
by far the largest proportion 
(over a half) has been in the West 
Riding. 

It is difficult to obtain com- 
pletely satisfactory statistics re- 
garding the density of employ- 
ment in Yorkshire as a whole. 
because there is a lack of 


YORKSHIRE 


Full employment is continuing and the 
trend is for the demand for labour 
to increase rather than diminish in this 
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region of great significance to national prosperity 


Plenty of spending power in 
a vital regional market 


By ‘-ADVERTISER’S WEEKLY’ MARKET RESEARCH TEAM 


Work in progress at Leeds University on the testing of wool fibre. 
Continuous efforts are being made by the wool industry of Yorkshire 
to improve textile qualities and increase utilisation. 


uniformity in the figures avail- 
able from the Registrar General's 
population estimates and those 
from the Ministry of Labour, 
analysing the level and composi- 
tion of the working population. 

However, from those figures 
which are available, the popula- 
tions of the East and West 
Ridings account for 9.2 per cent 
of the population of England and 
Wales. 


The figures are of interest in 
so far as they disclose that the 
employment density, at nearly 10 
per cent of the employed popu- 
lation of England and Wales so 
far as males are concerned, is 
higher than the population den- 
sity for the two Ridings. For 
women in employment, the figure 
is roughly nine per cent of the 
employed female population of 
England and Wales, while the 
two combined, amounting to 


| 


Changes in Population, 


1,831,000, supply nearly 9.5 per 
cent of the working population. 


(June, 1951, to June, 1955) 
salen A Roane 4 Rate of unemployment 
June, 1951* | June, 1955 poreme (+) As regards unemployment, the 
ecrease (—) a , 
_“ most recent figure, for July 16. 
shows a total of 11,403, or 0.6 per 
East RIDING :— aplenes 
Kingston-upon-Hull 299,100 299,600 500 cent of the estimated total num- 
N 2 ber of employees, compared with 
po ear ence 1.1 per cent for Great Britain as 
4 ol . 
—" eee: — ana a whole. The only places in any 
West Ripino :-— aie — of the three Ridings with any 
Barnsley Sy . 840 ; -ore: . 
Bradford 292.400 286,400 6.000 substantial degree of unemploy 
Dewsbury ... 53,500 53.150 350 ment were Hull and Leeds, with 
Doncaster ... yond soaee + 1,160 2,130 and 1,601 respectively. 
Halifax ake 8, 6.870 — 1,530 j e ovmen 
Huddersfield 129,000 127,600 — 1,400 _ At a time when unempl yment 
Leeds... ... 505,000 507,400 + 2,400 in most industrial areas has 
sees... jane one + 230 tended somewhat to _ increase, 
Sheffie % 2, 1,1 — 11,700 ; i ire 
Wakefield... 400 59,630 — "270 there remains in Yorksh 4 : 
York ... 105,300 106,500 + 1,200 very healthy situation in whic 
Siva full employment still obtains. 
Moreover, in East and West 


Ridings at the end of June there 
were still 36,174 vacancies un- 
filled, of which 20,002 were for 
men and boys and 16,172 for 
women and girls. 


Greater use 
of man- 
made. fibres 

S opposed to the situation 


A in Lancashire, where the 
cotton textile industry has been 
experiencing a period of very 
difficult trading conditions, 
which to some extent have 
contributed to the increase in 
unemployment, employment in 
the wool textile industry has 
changed only marginally dur- 
ing the past two years. 

The consumption of wool for 
top making and in woollen spin- 
ning and felting is above the level 
of a year ago and it is particu- 
larly noticeable that the use of 
man-made fibres is continuing to 
rise. 
To a very important degree, 
the success of woollens in the 
export markets has contributed 
to the healthy situation. At a 
time when exports of cotton 
goods, man-made fibres and 
manufactures have fallen below 
the level of last year, it is a 
matter for congratulation that 
exports of woollen and worsted 
yarns and cloth for the first 
half of 1956 show a rise of £2.6 
million as compared with the 
first six months of last year. 
With the inclusion of wool 
tops, the increase in the value of 
exports over the same period a 
year ago amounts to more than 
£4 million. The exports of wool 
tops. which reached a record level 
in 1955, are even higher this year, 
and are reported to be almost 20 
per cent greater in volume than 
during the first six months of 
1955. 

The United Kingdom has the 


@ Continued on page 48 
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YORKSHIRE 


A region that is playing a big 
role in dollar export trade 


largest wool combing industry in 
the world and is responsible for 
roughly one-third of the world’s 
output of wool tops—approxi- 
mately twice the quantity pro- 
duced by any other country. As 
more and more countries develop 
their own wool textile industries 
there exists the danger of exports 
declining, but in view of the 
heavy cost of installing expensive 
cambing plants, it appears more 
likely at the present time that 
other countries will continue to 
come to the UK for their 
combed wool. 


Contribution to nation 


The value to this country of 
exports which are now running 
at an annual rate of £40 million 
needs no emphasising. As regards 
exports of wool cloth (which are 
among the country’s biggest 
dollar earners) the level has con- 
tinued to rise and in terms of 
value, trade with North America 
has increased from £10.2 million 
in six months of last year to £13 
million in the first half of 1956. 
The proportions which these 
sums bear to total exports of 
wool cloth has risen from 32 per 
cent in 1955 to 40 per cent this 
year. 

However, the wool textile in- 
dustry as a whole, with about 
157,000 workers (a figure which 
compares with 241,000 in 1935, 
of which 177,000 were in the 
West Riding) provides employ- 
ment for less than one-tenth of 
those employed in the East and 
West Ridings. 

Another traditional industry in 


Yorkshire is coal mining, in 
which a total of some 139,300 
wage earners were employed on 
average in 1955. The coal field 
is situated in the areas around 
Doncaster, Rotherham, Wake- 
field, Barnsley and Castleford 
and is one of the largest in 
Europe. 

During the first three months 
of this year it produced 
11,666,888 tons as compared with 
11,783,965 tons during the cor- 
responding period a year ago. 
Average earnings of all —— 
have increased from 262s. 5d. 
wage earner per week to 288s. Bd. 
over the same period. 

In addition to the wool textile 
and coal mining industries, there 
is, of course, the fundamentally 
important engineering industry, 
and recent reports state that the 
recession in the motor industry 
is in no way reflected in the steel 
and engineering centres of York- 
shire. 

There is full employment and 
generally no short time; in fact, 
the trend is for the demand for 
labour to increase rather than 
to diminish. And as in many 
other engineering areas, the 
shortage of highly skilled 
workers remains. 

The lighter engineering trades 
may be affected by the Australian 
import cuts but, at the present 
time, the Sheffield cutlery trade 
still has well-filled order books. 
Expansion and development 
schemes continue, and when the 
building of a £24 million exten- 
sion on part of a 21-acre site by 
the Metropolitan Vickers Com- 


{ New each in sng | 


The main frontage of new shops and offices in King Edward Street, 


Kingston-upon-Hull. 
has been remarkable. 


Since the war, rebuilding progress in this city 
A college of technology is scheduled for 


completion by 1960. 


Pouring molten 
steel from a ladle 
at a Sheffield steel 
works. Employ- 
ment is at a very 
high level in York- 
shire and the de- 
mand for skilled 
labour cannot be 


satisfied. 


Index Numbers of Value of Sales per 
Large Retailers 


(1950 100) 


Clothing 


and footwear goods 


Household | 


Non-food 
merchandise 


Food and All 
perishables | merchandise 


Source : 
pany is completed, output of the 
Sheffield works (which makes 
motors and_ generators’ for 
electric and diesel-electric loco- 
motives, multiple-unit trains, 
trolley buses and other forms of 
transport) will be doubled. 

When production begins in 
1958, the firm will need 500 
additional workers, most of 
them women. 


Biggest in Europe 


Other firms in Sheffield are also 
reported to be very busy; the 
factory of William Jessop and 
Sons contains what are claimed 
to be the biggest titanium 
furnaces in Europe. They have 
just gone into production, and 
the factory will produce some 300 
tons of metallic titanium a year. 
Again, Edgar Allen and Co. re- 
port that engineering sales are 
likely to improve and that orders 
on hand are much greater in 
volume and value than at the 
same time last year. 


A new wire rope mill and 
engineering shop, built by 


Board of Trade. 


William Cooke and Co., Shef- 
field, at the Eastwood Trading 
Estate, Rotherham, is part of the 
development of the firm’s new 
engineering division which has 
made substantial progress in the 
production of industrial buildings 
prefabricated from tubular com- 
ponents. 

The rate of production at the 
new Brookfoot Mill factory of 
Kosset Carpets Ltd. is reported 
to be 2,000 square yards of carpet 
each day. Yet the mill is so 
highly mechanised that only 
about 60 workers are employed 
on each shift (see page 62). 

Two needling machines pro- 
duce a strip of carpet 15 feet 
wide at about 15 times the 
speed of a conventional loom. 

It works for 16 hours a day, 

including Saturdays. 

The tread of the carpet is a 
viscose yarn perfected by 
Courtaulds Ltd. and the backing 
is of jute and latext rubber. 

Kosset Carpets Ltd. has the 
support of five big carpet firms 
in Scotland, Yorkshire and 
Kidderminster. 
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Painting a big name in Sheffield 


Sheffield people say of their city: ‘It’s a fine place — it’s so easy to get out 
of, into the country’. Beneath this self-deprecating attitude they are intensely 
proud of Sheffield, of its traditions and achievements. Now it is busier 
than ever, with demand for steel far exceeding supply. The two Sheffield 
papers offer the advertiser maximum opportunity to ensure he is a big name 
in the area. In the morning the Sheffield Telegraph (ABC 106,156) is an eco- 
nomical, efficient medium for talking to local management and their families. 
The Star (ABC 229,453), offering saturation evening coverage of the city, is 
a first-line paper for all mass-market schemes. 

Local opinion endorses the power of these papers. On the right 
Mr Turton of Wilks Bros. speaks of ‘immediate response’ to the advertising 
of manufacturers in them. This opinion is based on long experience and 
traced results. Your advertising in the ‘Telegraph’ and ‘Star’ ensures you 
become, and remain, a big name with both trade and public in the great 
South Yorks-North Midlands market. 


Consider this vitally important point 

First and foremost advertising must sell. No other medium compares with 
the regional press for impact, nearest to point-of-sale and efficiency in 
selling. What other criteria can your advertising afford ? 


Ask the stockist 
on the spot 


Mr J. H. Turton is an advertising executive 
of Wilks Brothers & Co Ltd, Norfolk Street, 
Sheffield. Established in 1744, Messrs Wilks 
Bros. are one of the largest retailers of 
paint, brushes, hardware and ironmongery 
in South Yorkshire. Mr Turton writes: ‘ It 
has been our proven experience over a period of 
years that manufacturers’ advertisements for 
Houschold and Builders’ Hardware, Paints and 
Decorating materials in the ‘Sheffield Telegraph’ 
and ‘ The Star’ have more than justified them- 
selves. Resp is diate and can be drawn 
from all types of homes in this area. In linking 
our local selling efforts with manufacturers of 
branded lines, in my opinion, these two news- 
papers are essential.’ 


These big names in paint, wallpaper and allied products use 


Kemsley's Sheffield-published papers 


Crown Wallpapers, Walpamur, Dulux and Dulite, Brolac and Murac, Robbialac, Bergermaster 
Paints, Combinol (Goodlass Wall), British Paints Ltd. (Superlative Paint), Sherwood Paints, 
Pammastic (Blundell Spence), C. W. S. Paints, Kinsheen (A. Sanderson & Co Ltd), Duresco, 
Wallcharm, Evenglo, Darkaline, Faplac. 


Paint .. . and all types of product sell in South Yorks and the North Midlands through these papers 


SHEFFIELD TELEGRAPH - THE STAR 
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HE opening tomorrow of YORKSHIRE 


Emley Moor—the fourth 
Independent Television 


Authority station — brings The opening of the Yorkshire station 
nearly five million more people ° 

within range of commercial brings the coverage of the Independent 
television and raises _ the Television Authority to 29°5 million 
national Independent  Tele- zi . exp, 

vision Authority’s coverage to with this addition of— 


294 million (or 60 per cent of 
the total population). bine » - si 

At the opening of the Yor A t} li 
shire station there will be a , 
ready-made audience of } million no er Ive imi ion or 
viewers in the primary and 


secondary areas, and this is ex- 
pected to reach 14 million by the 


tad of the Yer commereial television 


in the area served is nearly 
750,000, of which nearly 250,000 


} * 4 A total of 16 different sites, been wasteful. A special direc- Winter Hill, which has enabled 
will be capable of receiving the ;anging from Ovenden Moor in tional transm: tting aerial, having the Authority to save time and 
initial commercial transmissions. the north-west to a site near a semi-circular radiation’ pattern money on the project. 
Conversion of sets = the a 1S Sheffield in the south-west, were instead of the circular one of the As in the case of the Croydon 
progreseny at the rate of about examined. Eventually the site at more conventional omnidirec- and Winter Hill stations, Mar- 
20,000 per week. Emley Moor, 850 feet above sea tional aerial, was developed to  coni’s have been responsible for 
No easy choice level, was chosen by the Indepen- solve the dilemma. the entire Emley Moor station— 
dent Television Authority's en- By means of this special the buildings, transmitters, tower, 
Selection of the best site for  sineers. Even from this site, aerial the power could, for the aerial and feeder systems. 
the Yorkshire station (in order to Which is seven miles south-west 


most part, be concentrated in Northern service 
an eastward semi-circle, thus 


ensure maximum audience cover- Of Huddersfield, a satisfactory 
age, coupled with best reception S¢TVICe In Hull could not be almost doubling the e.r.p. in The Independent _ Television 
possible) proved difficult because, sured unless an __ estimated these directions. A power of Authority is satisfied that the fe 
although the main concentration ‘@diation power (¢.r.p.) of about 200 kW e.r.p. directed towards coverage of the new Emley Moor 
of population is in the towns 200 kW in the eastward direction Hull could thus be obtained station complements that of 


which lie in the valleys below the Could be transmitted from an from the same basic trans- Winter Hill, enabling the two 
Pennine heights in the West aerial some 400 to 500 feet above 


, mitting equipment as had been tations together to serve the 
Riding, there is also the impor- ‘!¢ level. ordered for Winter Hill whole of the northern area 
tant but relatively distant area of The radiation of such a high station. In fact, in all respects covered by the programme con- 
Kingston-upon-Hull on the east power in a westward direction as other than the directional ‘tractors. i 

coast, some 50 miles away across well (that is, into the thinly popu- aerial, the technical equipment The Authority states that the 
the plain. lated Pennine barrier) would have is similar to that installed at __ Continued or on page 52 


Enerease your sales. ... 
in the East Riding. 


CERTIFIED AVERAGE NET SALE IN Excess OF 125,000 COPiEs PER DAY. 


Advertise with the Times” iain 


for intensive 


coverage of the 
East Riding 
and North 


Lincolnshire. 


CERTIFIED AVERAGE NET SALE IN Excess OF 41,000 COPIES PER WEEK. 


R. H. Penney, Advertisement Director : NORTHCLIFFE NEWSPAPERS GROUP, 


LIMITED 
163, QUEEN VICTORIA STREET, LONDON E.C.4 


Telephone: FLEet Street 6000 
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New ITA Transmitter 


completes ABC network 


Come in Yorkshire ! 


Next Saturday, the new Emley Moor transmitter opens 
and two million more homes come within range of ITA 
transmissions. This extends commercial Tv coverage to 
areas which include 68°, of Britain’s homes, and at the 
same time means that ABC Television is now responsible 
for weekend programmes in 3 out of 4 ITA areas. Only ABC, 
in fact, can offer simultaneous coverage of so large a share 
of the total 1TA audience. 


TV Impact in 6 out of 10 ITV Homes 
By January, ABc will offer simultaneous coverage in 6 out of WINTER HILL 
every 10 ITV homes. Approximately 350,000 of these will 


be in Yorkshire. ‘> 


EMLEY MOOR 


Weekend Audiences are Peak Audiences 
Weekend television offers a large audience bonus. TAM’S 
report on the first year of Irv shows that there are, for 
example, 48 visitors in every 100 Midland homes tuned 
to ITV on Saturday and Sunday evenings, compared with 
only 1§ visitors to every 100 homes Monday to Friday 
(Figures for four weeks ended Sept. 23). 


ABC Takes the Chance out of TV Advertising ee 
Television is the medium with the heaviest impact, and 
ABC believes that it should be available to every advertiser, 
regardless of the size of his budget. With this principle 
firmly in mind, the ABc rate structure has been evolved to 
give every advertiser a profitable return in terms of homes 
reached and costs per 1,000 homes. It also enables the 
advertiser to buy into the time segments most suitable to 
his product. 


For further information, write now to: 
George A. Cooper, Advertisement Controller, 
ABC Television Ltd., Film House, 


142, Wardour Street, London, W.1. Lichfield, Winter Hill, and now Emley Moor transmitter. 


rrar The map clearly shows aBc’s comprehensive coverage of 
Ge d 7808 the Midlands and North of England. 


ABC NORTHERN NETWORK ADVERTISERS GET YORKSHIRE COVERAGE 
WITHOUT EXTRA CHARGE UP TO DECEMBER 31, 1956 (with exception of F &G segments). 
For peak weekend audiences and simultaneous coverage in 3 out of 4 ITV areas, BUY NOW WITH 


THE ABG TELEVISION NETWORK 


Saturdays and Sundays in the Midlands and North of England 
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YORKSHIRE 


majority of Yorkshire viewers, 
particularly those on the east 
coast, should obtain more uni- 
form and better reception than 
they could have been expected to 
receive from a single Band III 
station located near the BBC's 
Band I station at Holme Moss. 
Sheffield and Hull should cer- 
tainly benefit substantially from 
the Authority’s two - station 
system of covering the North. 
York, Harrogate and Lincoln are 
other thickly populated areas 
where good reception should be 
obtained. 


Experienced contractors 


Unlike previous “opening 
nights,” the opening of the York- 
shire station sees two seasoned 
contractors operating in the new 
commercial television area. 
Granada TV Network Ltd. will 
be providing the weekday pro- 
grammes and ABC TV Ltd. the 
weekend (as at present in the 
Lancashire area). 


The biggest single factor of 
interest to advertisers—who 
book time on the Lancashire 
station—is the fact that all 
advertising on the station until 
the end of the year will be free 
—and can, in fact, be regarded 
as a bonus to advertisers. 


Granada have confirmed that 
their present rate structure apply- 


ing in Lancashire will apply to 
the total Northern coverage and 
will remain unaltered until at 
least December 31. ABC TV 
rates will also remain unchanged 
until January, 1957. 
And so an audience of 
2 million in Yorkshire will be 
in a position to see the com- 
mercials screened during the 
first two months on the new 
station—at no extra charge to 


Plans for ABC’s opening night 
are as follows: the station will 
come on the air at 7 p.m. on 
November 3 with a half-hour in- 
auguration programme from 
Leeds Town Hall, with speeches 
by civic heads, followed by a 15- 
minute filmed programme of 
“famous sons and daughters” 
produced by Yorkshire. Then, 
into the Lancashire-Midlands- 
Yorkshire networking, breaking 
away at 10.15 p.m. for a half 


hour of cabaret from Leeds 
Town Hall, directed by David 
Southwood, ABC’s chief of out- 


side broadcasting. 

The play of the evening will be 
“Mr. Betts Runs Away,” starring 
Eric Portman—a Yorkshireman. 
On Sunday (November 4) pro- 
grammes will the normal 
pattern put out over the Lanca- 
shire station, but with the appeal 
to the Yorkshire audience in 
Armchair Theatre, which will 


’ Huddersfield 
° @ EMLEY MOOR 


Derby Cronthom 
10 ° 10 20 ~”0 
ascii 1 BR csennamad 


miles 


feature Gracie Fields in “The 
Old Lady shows her Medals.” 
In succeeding weekends, ABC 
will network their Lancashire and 
Midland programmes and also 
include some Yorkshire-originated 


\N 


Halifax 


SPENBOROUGH 
GUARDIAN 


\\\| 


\ 


ZZ Dewsbury 


Cinema notices on back page, 10/- per inch. 


oe 


¢ 
Hy 


CLEGK 


material. For their part, Granada 
plan to network their Lancashire 
weekday programmes, plus 
regional outside broadcasts. 

Both contractors are confident 
of a rapid audience growth. 


) since 1939 
i i, - 


Members of the 
Audit Bureau 


HECKMONDWIKE 
HERALD 


gles 


LINES OF RADIATION INDICATE APPROXIMATE AREA OF COVERAGE AND INFLUENCE 
Audit Bureau of Circulations net sale January to June 1956, 14,272 
Fiat rate for business advertisements 8/6 per inch. Public notices, auctions, entertainments, 15/- per inch. 
Wants, To Lets, Sale by private treaty, 18 words 4/-, 
London Representative : Edwin Greenwood, Ltd., Thanet House, 231 Strand, W.C.2. 
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York is a prosperous city at 
the heart of a prosperous region. 


Its cash registers ring up a 

total of £15,000,000 annually. 

This expenditure represents the comfortable 
standard of living of its 106,500 inhabitants— 
a community with money to spend. 


Your cash will register good results in this area 


if you advertise in “The Yorkshire Evening Press”. 

It is York’s own newspaper, the only daily 

published in the City. Its sale in York is greater 

than the number of houses in the City—91%, of it 
home-delivered—and a third of its circulation of 56,748 
goes into the surrounding districts in the three Ridings. 


In York and these districts there is a 

ready market for luxury goods as 

well as all the necessities of life. 

“The Yorkshire Evening Press” will take 

your message into these homes through the 
columns of the newspaper that is so widely read 
and trusted by its well-to-do readership. 


YORK’S OWN NEWSPAPER: 56,748 A. B. C. 


ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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A COUNTY of great towns 
—there are two cities in 
Yorkshire with populations of 
over half a million—and there 
are some outstanding exhibi- 
tions held there. 

It is, of course, Harrogate that 
first springs to mind as an exhi- 
bition centre and that is how the 
Harrogate corporation would 
have it: “We are building up 
Harrogate as a trade fair centre 
and welcome all inquiries from 
interested organisers,” W. W. 
Baxter, Harrogate’s trade fair 
secretary, told me. To prove the 
point, the corporation has 
arranged for the Grand Hotel (an 
hotel of some 300 rooms) to be 
made available as a trade fair 
centre to exhibition organisers. 

Next year, for the first time, 
this hotel will be completely 
given over to the Harrogate In- 
ternational Toy Fair and practi- 
cally all the exhibitors will be 
housed under one roof. In addi- 
tion, there are restaurant, bar, 
car park and all the other facili- 
ties available. The corporation 
also has the Royal Hall (12,000 
square feet), the Lounge Hall 
(6,000 square feet) and the Sun 
Pavilion (20,000 square feet) 
available for exhibition pur- 
poses. 

The fair has been held in the 
town each January for the past 
eight years and is one of the 
largest international events of its 
kind in the world. Buyers from 
all countries are attracted and 
approximately 300 manufacturers 


YORKSHIRE 


NoveMBer 2, 1956 


The power of the county as an influential 
centre for trade exhibitions of all 
kinds is steadily on the increase 


Harrogate’s bid for status 
as trade fair centre 


By OUR EXHIBITIONS CORRESPONDENT 


and factors exhibit toys of 
British and oversea workman- 
ship. Attendance is restricted to 
trade buyers, of whom there are 
approximately 5,000 during the 
time it is running. Next year’s 
-— is to be held from January 


Show for dealers 


Harrogate also has its Ideal 
Home Exhibition, held in the 
Royal Hall in April of each year. 
This is organised by Associated 
Displays of Leeds and the 1957 
exhibition will be held from 
April 3 to 13. Also held at the 
Royal Hall is the Northern 
Antique Dealers’ Fair. At that 
event northern antique dealers 
exhibit their choice pieces for 
sale to the general public and a 


loan collection from historic 
Yorkshire houses is put on view. 
Organised every September by 
Wiley Displays Ltd. Bradford, 
it has an attendance of about 
10,000. 

An _ ideal permanent show- 
ground situated on the outskirts 
of Harrogate provides the setting 
for one of the largest agricul- 
tural shows held in this country. 
I refer to the Great Yorkshire 
Show which is organised by the 
Yorkshire Agricultural Society, 
and enjoys an attendance of 
about 100,000. 

That Yorkshire is receiving 
the attention it deserves as an 
exhibition centre is evident 
from the statement made by 
Modern Exhibition Services 
Ltd. to the effect that they in- 


tend to increase their exhibi- 

tion activities in the area with 

a view to embracing many 

more towns over the next two 

or three years. 

Not that their present activities 
in the area are by any means 
restricted. Next year they are 
organising Ideal Homes Exhibi- 
tions at Halifax and Hudders- 
field; the Modern Homes and 
Food Exhibition and the Build- 
ing Trades and Public Works 
Exhibition at Leeds. 

The two Ideal Homes Exhibi- 
tions have been regular events of 
many years’ standing. Although 
small by present-day standards, 
each having an accommodation 
for approximately 40 exhibitors, 


2,000 catalogues of 400 pages 


collated and bound per hour. 
These are the production figures 
of the machine illustrated—a 
recent addition to our modern 
factory and the first of its size to 
be installed in the country. No 
wonder we are crowing about it. 


You can always be certain of a 
better—quicker printing service 
at 


ally ons Lid. 


WHITEHALL PRINTERIES 
LEEDS 12 


Phone: LEEDS 3234! 


FULLY 
{UTOMATIC 
COLLATING 


MACHINE ALSO AT— LONDON - MANCHESTER BIRMINGHAM GLASGOW LEICESTER 
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YORKSHIRE as everywhere else 


the MANCHESTER GUARDIAN teader 


reads the MANCHESTER GUARDI 


And if this statement isn’t very profound, it’s still bound 
to be true. We also know, as do the more important 
advertisers, that the Manchester Guardian reader tends - 
have a lively mind, an executive position, and a belief in 


the Manchester Guardian and in its advertisers. 
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Doncaster Chronicle 


The Popular South Yorkshire Weekly 


COVERS DONCASTER AND DISTRICT 


MEMBER A.B.C. 


Long known to shrewd space-buyers 

‘as a proven builder of sales in South 

Yorkshire for the product designed 

to appeal to the family of average 
income. 


Head Office: SCOT LANE, DONCASTER 
Tel. 4001 


London Office: 


\71, 


FLEET ST., €.C.4 


Tel. FLE 9693 


to 9 9 HOO OO 


' FoR ! 


t North-West Yorkshire 


and fringing the Lancashire 
border. An Area UN- 
TOUCHED by any other 
local WEEKLY Newspaper 
—the 


<< 


(Skipton) 


CRAVEN HERALD 
& PIONEER 


circulates in over 80 Towns 
and Villages, covering a 
prosperous Agricultural Dis- 
trict — also pockets of 
Industry in Textiles and 
Engineering. 


A.B.C, Figures 
JAN.—JUNE 1956 


17.985 


Ask for our Break-down figures ! 


No Scheme aiming to Cover 
YORKSHIRE effectively 
can afford to OMIT the 
Craven Herald & Pioneer. 


A trial is always worth while. 
Head Office: Skipton, Yorks. 
I London Office: 53 Fleet St. E.C.4. 
+ Telephone : Fleet St. 4968 
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responsible 
advertising 


The duty we owe to the 
client whose goods we 
advertise is equalled only 


by the obligation we 
acknowledge towards 
the consumer of those 
goods. The success of 
our clients, based upon 
the satisfaction of their 
customers, spring 
directly from this sense 
of responsibility in 
advertising. 


Incorporated Practitioners in 
Advertising 


5, St. Paul's Street, LEEDS, | PHONE 30447-8 
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Good business at shows 


with happy 


ful, enjoying the support of many 
local and national firms. 
Attendances increase year by 
year, and last year at Hudders- 
ficld some 45,000 visitors passed 
through the turnstiles which, 
considering the size of the event 


| and the immediate population of 


only a little more than 100,000, 
is extremely good—although not 
surprising. 

Why not surprising? 

Because every effort is made 
each year fo maintain public 
interest in these two exhibitions 
by cookery demonstration 
theatres, pets corners, model 
railways, fashion parades, tele- 
vision avenues, and so forth. 


Supplying a need 

Managing director of Modern 
Exhibition Services, T. Davey, 
told me that the point they al- 
ways bear in mind is the fact that 
centres such as Halifax and 
Huddersfield do not have the 
large general stores, which people 
in the larger venues (e.g., Leeds 
and Sheffield) take so much for 
granted. For that reason, people 
really do look forward to 
exhibitions: 

“They can and do spend 
many happy hours not neces- 
sarily buying, but merely 
wandering round the show 
from one stand to the next, 
possibly appreciating the 
‘atmosphere’ as much as any- 

thing else. That is not to say 

that people do not buy—in 
fact, substantial business is 
placed—but it is a very impor- 
tant point, and we think the 
success of these exhibitions is 
partly, at any rate, due to the 
fact.” 

The seventh largest city in the 
country, Leeds, has a population 
of over 500,000. It extends over 
an area of 60 square miles in the 
centre of the West Riding and, 
being the focal point of the 
region, is exceptionally well 


atmosphere 


served by British Railways. 

The Woodhouse Moor Exhibi- 
tion Site (a substantial area is 
hard surfaced), venue for the 
Yorkshire Building Trades and 
Public Works Exhibition, is well 
known throughout the area, hav- 
ing been used on several former 
occasions for shows—including 
the Festival of Britain Land 
Travelling Exhibition. It is easy 
to get to from the city centre 
(being a distance of about two 
miles). 


Example of London 


The Modern Homes & Food ex- 
hibition is to be held at the same 
venue and a really first-class food 
section in the show is being built 
up because the Food Fair in 
London has proved that people 
want such events—and especially 
like to sample the different items. 
To quote Mr. Davey once more: 

“It would be too good to be 
true to expect the high attend- 
ances which most organisers 
have enjoyed with the straight- 
forward type of home exhibi- 
tion to continue indefinitely 
and there is no reason why 

Yorkshire should not be the 

first to integrate the two 

interests into one general pre- 
sentation.” 

Another exhibition at the 
Woodhouse Moor site is the 
Great Yorkshire Ideal Home & 
Industries Exhibition organised 
by Lew Barclay Exhibitions Ltd. 
during August. 

Other notable exhibitions in 
Yorkshire include the Home, 
Fashion & Trade Show to be 
held in Bradford (population 
292,400) during March next year , 
the Purchasing Officers’ Associa- 
tion Minibition held in Scar- 
borough earlier this year (what a 
good centre Scarborough is for 
the combined exhibition and con- 
ference); and the Telegraph & 
Star Homes and Trades Exhibi- 
tion in Sheffield, held last month. 


Photo by Adolf Morath 


A view of the Lackenby steel plant owned by Dorman, Long & Co. 
Ltd. The recent recession in the motor car industry has had no reper- 
cussions upon the steel and engineering centres of Yorkshire. 
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yELED 


“= “SMALLS 


““In any Newspaper the columns of 


‘smalls’ tell the experienced buyer of display space what can never be fully learnt 
from net sales, cost per inch per thousand or other data which only indirectly reflect 
a paper's standing. 


**The ‘smalls’ are the one big proof that, whatever sales or rates are involved, a paper is 
doing its advertising job effectively and economically. For these columns grow or shrink 
purely in response to the results they achieve. You cannot get or hole any volume of 


classified advertising without a record of results which every issue of the paper puts to 
the test.’’ 


Quoted from the Classified Advertising Conference, 
Birmingham, 1955 


From 1935 to 1940 increase 172% 
From 1940 to 1945 increase 257% 
From 1945 to 1950 increase 122% 
From 1950 to 1955 increase 133% 


684% 


VORASHIRE 
EVENING 


NEWS 


TRINITY STREET, 
LEEDS, 1 


YOU CAN’T COVER THE WEST RIDING WITHOUT IT ! 


INCREASE IN CLASSIFIEDS 


2 SALISBURY SQUARE 


LONDON, E.C.4 
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YORKSHIRE 


Atomic energy aids bid to 
improve textile quality 


ORKSHIRE has a reputa- 
tion for quality wool tex- 
tiles which is unsurpassed 
throughout the world—a repu- 
tation reflecting not only the 
inherited skill of the weavers 
and dyers, but also the high 
quality of Australian, New 
Zealand and South African 
wools, which are their main 
raw material. 

There is, however, one other 
aspect of wool textile production 
which deserves credit for York- 
shire’s ever-rising reputation. It 
is scientific research, for although 
some people regard it as the “Old 
Lady of Fibres,” wool is, in fact. 
served by the most up-to-date 
textile industry in the world. 


Many developments overseas 
have a direct effect on the quality 
of the wool as it arrives in this 
country. But once in Yorkshire, 
it is processed still further by 
methods adopted after lengthy 
laboratory work by scientists, 
biologists, technologists, chemists, 
designers, machinery engineers, 
time and motion study experts 
and a host of other people who 
are finding that, in research 
alone, the wool textile industry 


SHEFFIELD POSTER ADVERTISING CO. LTD 


offers tremendous scope and 
good rewards for specialists. 
With the work of these specia- 
lists behind them, the mills are 
advancing hand in hand with 
modern science. The days of 
stubborn reluctance to break with 
tradition and old, out-dated 
methods have long since passed. 
In their constant search for 
improved processes and for 
new ways of using wool, scien- 
tists have discovered a number 
of by-products which have in 
themselves led to the develop- 
ment of new industries. For 
instance, cosmetics can now be 
- made from wool grease. So, 
too, can ointments, printing 
inks, carbon papers, insecticide 
sprays, metal polishes, anti- 
corrosives for military and 
other equipment, basic 
materials for road surfaces, and 
a host of other valuable pro- 


Aiding them in their experi- 
ments, the scientists have the 
most up-to-date equipment, out- 
standing examples being the 
electron microscope (which 
magnifies up to 30,000 times) and 
radioactive isotopes from 
Britain’s atomic piles. There are 
three main Yorkshire research 


centres: Leeds University, Brad- 
ford Technical College, and the 
Wool Industries Research Asso- 
ciation, at Leeds. 

The future is, therefore, full of 
promise. As knowledge increases, 
wool may yet disclose additional 
qualities and characteristics 


JOHN ADDN 


LOGOS & oma 
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which, in turn, will lead to new 
uses for Yorkshire textiles. In 
the meantime, the industry 
which produces the world’s finest 
cloths from man’s oldest clothing 
fibre is traditional in the quality 
of its goods, but modern in its 
outlook. 


The Reverend David Shepphard, the English cricketer, received a 
cheque for £250 on behalf of the National Fund for Poliomyelitis 
Research from Admiral Sir Harold Walker, representing John Wad- 
dington Ltd. of Leeds, on the Waddington stand at the Boys’ and 


Girls’ Exhibition, Olympia, London. 


The gift was the proceeds of 


the sale of souvenir jigsaw puzzles specially made for the exhibition 


and sold by John Waddington Ltd. 


Left to right : Admiral Sir Harold 


Walker, Reverend David Shepphard and Duncan Guthrie, director of 
the National Fund for Poliomyelitis Research. 


in the North Midlands 


As a result of the rapid progress of our business over the past 
ten years, we are now able to provide almost complete coverage 
and unrivalled service to our clients advertising on posters in 


South Yorkshire, North Derbyshire, North Nottinghamshire and 
North Lincolnshire. 


Please send enquiries to our Head Office for immediate and 
careful attention. 


18 Pinfold Street, Sheffield 


Telephone: 26247 


Telegrams: “* Posters *’ Sheffield 


SHEFFIELD 
ROTHERHAM 
MEXBORO’ 
PENISTONE 
SCUNTHORPE 
BRIGG 


Covering: 

THORNE 
HATFIELD 
WORKSOP 
CHESTERFIELD 
ALFRETON 
MATLOCK 
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Mey 


f} 


The complete service § 

for the busy Agency 
buyer—all Departments 

under one roof—result- [ae 
ing in greater efficiency 

in work control. 


5Line 
RYDE AVENUE +» HULL + TELEPHONE 18850 ( 
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ly Nettles 


are 
springing 
where the 
world wav 
beaten a 
pathway 
to your 
door oeee 


. .. or you think it 
would be wise to take 
precautions against 
such an eventuality, 
get in touch with a 
good advertising 
agency, any good 
agency. Among them 
you will find that our 
name stands out fairly 
prominently. Our 
clients have found us 
to be useful for... 


Pathfinding to 
Sales Success °° 


Boulter 


PUBLICITY 
LIMITED :: ; 
“ Right Hands to be in” 


@ ADVERTISING 

@® MARKETING 

@ PUBLIC RELATIONS 
@ PRINT PRODUCTION 
@® T.V. PRODUCTION 


STENTOR HOUSE 

16, MONCRIEFFE RD. 
SHEFFIELD 7. 
Telephone 52464 


@ SPOTLIGHT ON SHEFFIELD 


YORKSHIRE 


“WE should publicise Shef- 

field more. WwW 
live in a beautiful city, and 
we ought not to forget it,” said 
D. B. Bell (Express Dairies), 
at the inauguration of Shef- 

| field’s June Dairy Festival 
(June 11-18). 

The Festival certainly had a 
healthy effect in this famous 
Yorkshire city. Its inaugural 
dinner was attended by 280 
people, and there were 500 at 
| the Festival dance in the Cutler's 
Hall afterwards, including the 
Lady Mayoress of Sheffield, 
| Mrs. Robert Neill; the Mayor 
and Mayoress of Rotherham, 
Clir. and Mrs. Frank Davies ; the 
Master and Mistress Cutler; 

F. Smith, president of the 
National Dairymen’s Association, 
and Mrs. Smith; and Sheffield’s 
“Dairy Princess,’ Miss Marjory 

| Kirkham. 


Cowman in action | 


Some 2,000 people a day visited 
the Dairy Exhibition in a great 
marquee on the Moor. Nearby 

| was a milking parlour where a 
| surface cooler was shown in 
action, and where a cowman 
milked his two pedigree Friesians 

before a large daily audience. A 
| free film show (for 30 people at 
a time) was given from 10 a.m to 
6 p.m. continuously. 

A milk drinking competition, 
timed by a large stop-watch fixed 
| to the wall, drew 400 entrants— 
the record time was one pint in 
27 seconds. A mobile milk bar 
did a brisk trade, and an informa- 
tion stand, manned by members 
of the Festival committee, sold 
recipe books and gave away free 
recipe leaflets. National Milk 
Publicity Council display units 
stressed the value and care of 
milk, while photographs and 
models of bottle washing and 
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2,000 a day visited the 
Dairy Exhibition 


The daughter of a 
Derbyshire farmer, 
Miss Marjory Kirk- 
ham, was voted 
Sheffield and 
Rotherham's 
“Dairy Princess” 
during Sheffield’s 
June Dairy 
Festival. She is 
here being con- 
gratulated by Zoé 
Newton. 


Photograph by _ the 
Sheffield Telegraph & 
Star Ltd 


filling plants told the hygiene 
story from cow to consumer. 
Dairy Cookery Week was 
marked by cookery demonstra- 
tions of a very high standard 
at gas and electricity show- 
rooms. Drawn from women’s 
organisations, “Milk ambas- 
sadors” prowled round Shef- 
field’s cafés and restaurants 
leaving prizes for every 
waitress who invited them 
to have a glass of milk with 
their meals. 

Farms and dairies kept “open 
house,” and one big dairy had 
188 visitors. The English Coun- 
try Cheese Council had a cheese 
tasting stand which gave away 
750 samples a day. The Ice 
Cream Alliance, Butter Council, 
Horlicks, Cow & Gate, and 
Frigidaire all took stands, while 
Elders & Fyffes gave away banana 
recipes involving milk and 


aN 


oe 


| Built up in a large marquee during Sheffield’s June Dairy Festival, the 


Dairy Exhibition drew a very large number of people. 


The gas and 


electricity boards both had stands showing a wide range of appliances. 


cream. Prepacked 
and bananas were 
thick cream was 
special June Dairy 
ounce cartons. 

And Sheffield did particularly 
well in the “Milk and its Good 
Companions” window - dressing 
competition: there were 185 
entries. 


strawberries 
on sale and 
supplied in 
Festival 24 


Choice of ‘Princess’ 


Nearly 50 pretty girls entered 
Sheffield’s “Dairy Princess” com- 
petition. Four preliminary heats 
were held at local cinemas and 
the judging was by the Dairy 
Festival committee and _ repre- 
sentatives of the Women’s League 
of Health and Beauty. The finals 
took place at the Gaumont 
Cinema on June 8 with milk 
maid Zoé Newton on the judging 
panel. The daughter of a Derby-. 
shire farmer, Marjory Kirkham, 
was elected “Princess,” to go for- 
ward to the National Dairy 
Queen contest in London on 
July 19. The “Dairy Princess” 
toured Sheffield’s three biggest 
dairies, in Broadfield Road, 
Broughton Lane and Archer 
Road. 

Even more than most Dairy 
Festival towns, Sheffield enjoyed 
unstinted co-operation from 
many different organisations, par- 
ticularly from the Co-operative 
Societies. Despite wet weather, 
at least 10,000 people are known 
to have visited the exhibition, 
which was advertised in the 
Sheffield Star and Telegraph and 
the Rotherham Express. 

The Sheffield June Dairy Fes- 
tival committee comprised lead- 
ing personalities from both the 
producer and distributor sides of 
the milk industry, Sheffield 
University, the Master Cutler, 
women’s organisations, etc. In- 
deed, the whole municipal life of 
the city was involved. 
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For Advertising in HULL 


W. H. SMITH & SON LTD. remind Advertisers of the 


effective space available on the buses of 
the Hull Corporation Fleet. 


Fleet Strength: 242 
Passenger Traffic Per Annum 82,000,000 
Population of Area Serviced: 300,000 


In addition, they draw attention to the other important 
fleets for which they are Advertising Contractors :— 


MANCHESTER CORPORATION LANCASH|RE UNITED TRANSPORT 
LIVERPOOL CORPORATION BARROW-IN-FURNESS CORPORATION 
BOLTON COUNTY BOROUGH RAWTENSTALL CORPORATION 
WARRINGTON CORPORATION MAIDSTONE CORPORATION 


W.H. SMITH & SON LTD., AWDRY HOUSE, 
KINGSWAY, LONDON, W.C.2. Phone Holborn 4343. 
Also at Manchester and Liverpool. 


Sheldons. to help 


you select a suitable 
Poster design. 


Their expert experience and know- 


ledge of the public’s reaction to | years of advertising 


different types of Posters can be of d 
great help to you. And in the selection on a soun 


of sites and number of stations 


required for national or local coverage commercial basis 


there is nobody better able to advise ; 
. . an Agency is founded on the policy of 


you. So many of the best known serving a few important advertisers and serving them 
Poster advertisers use and extraordinarily well . . . and on 


the conviction that advertising is a part 

have used Sheldons. of the much larger operation of marketing, depending 
for its success on a sound knowledge 
and wide practical experience of SELLING. 


eSTONEHOUSE 


ADVERTISING LTD 


MALSTON HOUSE- BAKER STREET - HULL 
ESTABLISHED 1935. MANAGING DIRECTOR: L. STONEHOUSE. 
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ADVERTISER'S WEEKLY 


Che Wharfedale and 
Airedale Observer 


Che Shipley Times 
and Express 


Che Ilkley Gazette 


These three papers cover the | 


circle of towns and rural 
villages lying between Leeds, 
Bradford, Harrogate and 
Bolton Abbey. 


PUBLISHED BY 


Wm. Wa'ker & Sons (Stley) Ltd. 


VICTORIA WORKS, OTLEY 
London Office: 89, FLEET STREET, E.C.4 
New Combined Series Rate 
on Request 
Combined Circulation Over 26,000 


How independent 
is your television? 


.. when your name first avpeared 
on TV was it truly brought out in 
ITAlics? Did it really stand tour- 
square on its own feet, dominating 
the family scene? Did it inspire 


existing customers to order afresh— | 


anc others to open new accounts? 
We at ndh first approachei the new 


medium with some trepidation; but | 
To-day we've | 
proved she pulling power of TV for | 


now it's different. 


ourse.ves 
facts, 


Facts, incontravertible 
are available here for you to 


see. You're not yet using TV? | 


Perhaps not, but 
maybe one day 

.. anyhow—1T's 
AN IDzA! 


ndh 


NEVIN D. HIRST (ADVERTISING ) LTD., 
Incorporate Practitioners in Ad sing, 
Grattan Hous?, Mount Preston, 
Leeds, 2 os 96 rbury Street, 
London, 8 W 

Te ephones: i e>ds 30641 (4 lines) 
and SLOane 0787 


|WoopworkING 4 
INDUSTRY 


sells to the 
TOP 


TIMBER PEOPLE 
"Phone WATerloo 3388 for details 


m™ 


The Pudsey 


The paper that covers the 
Textile and Engineering 
area midway between 
the cities of Leeds and 
Bradford. It is the only 
weekly Newspaper 
published in this area and 
for nearly a hundred years 
has been the principal 
advertising medium. 


Head Office: 
Lowtes, [, seeene, 


Tel: PUDSEY. od 


East and West Ridings 
of Yorkshire. 
North Linco!nshire. 


| Nocampaigniscomplete without 


the four papers comprising the 


GOOLE 
TIMES 


Series 


Est. 1853 FRIDAYS 


@ GOOLE TIMES 

@ SELBY EXPRESS 

@ HOWDENSHIRE GAZETTE 

@ DONCASTER & THORNE 
ADVERTISER 

London Office : 
E. W. PLAYER LTD. 
30/32 Fleet Street 


Tel.: Fleet Street 9093/6 


"HARVEY 


ADVERTISING 


SERVICE 
(Hull) LTD, 
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Industrial 
expansion 
is wide 

ROVISIONAL figures for 
industrial building schemes 
granted Industrial Develop- 
ment Certificates in the second 
quarter of 1956 show 60 such 
schemes in the East and West 
Ridings, comprising a total 
area of one million square feet. 
The area approved in the 
second quarter was less than that 
approved in either the first 
quarter of this year or the second 
quarter of last year, but a similar 
decline applied to all the standard 


regions except Northern and 
Midland. 


The expansion of industry has 
not been confined solely to 
engineering, and one example 
from other industries is that of 
a new warehouse and blending 
plant for Petman Industries which 
was Officially opened by Lord 
Swinton at Batley on September 
18 


This is the first part of an 
expansion programme which 
will eventually represent a 
capital . investment of about 
£1 million. The new dyeing 
and blending plant is believed 
to be the only one for semi- 
continuous large scale prepara- 
tion of fibre in Europe. 


The company has improved on 
its promise not to increase prices 
by a reduction in the price of its 
product. Moreover, it has given 
a further promise of constant 
prices over the next six months. 
Production started in 1947 and 
Petman Industries now employs 
500 workpeople. 


Sales per week 


So far as retail trade in York- 
shire is concerned, a tabulation 
on page 48 shows the index num- 
bers of the value of sales per 
week for the North-East (in 
which Yorkshire is included), 
together with a comparison with 
Great Britain as a whole. 

Taken by and large, during a 
period when many parts of 
Britain have felt the repercus- 
sions of the restrictions of credit 
and of the fall in consumer 
durable goods, Yorkshire, with a 
percentage unemployment figure 
of 0.6, has shown a marked 
degree of resilience to the new 
measures. 

There have certainly been 
some redundancies in engineering, 
but with an economy based on 
such firm foundations as the wool 
textile industry, coal mining, 
heavy engineering, agriculture, 
and a flourishing port area round 
Hull, it is difficult to foresee in 
the near future any decline in the 
area’s prosperity. 


{ Carpet making | 


The huge needling machine at 
Kosset Carpets Ltd. is shown 
with a jute backing roll in 
position. Near the top can be 
seen the broadcasting amplifier, 
enabling the operator to speak 
to the creel room girl on the 
floor above. 


After a break in the yarn, a 
new thread is blown through its 
appropriate nylon tube by com- 
pressed air by the creel room 
operator, as seen above. 


The dye kettle from which a 

carpet length is seen emerging is 

stated to be the largest in the 

country. The dyeing operation 
has just been completed. 
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SE GETS RESULTS 


Here’s proof! Read these unsolicited tributes. 
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MAARAGING pLRECTON 


Special combined rates with “The British 
Packer". Details from 
Cam Publications Led. 
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To tell the 
Truth... 


An Irish playwright, giving evidence 
in a Civil action, described himself, 
unblushingly, as ‘‘the greatest 
dramatist since Sheridan.”’ 
‘*You are a modest man, I see,”’ 
gibed the examining counsel. 
‘I am, indeed,” he countered, 


‘but what else can I say? Jam 
on oath.” 1] 

We, in Rathbone Place, pride 
ourselves (like every Englishman) on 
our reticence, on our neglect of the cruder techniques of 
self-glorification. We know that our Projectors, and our services, 
speak eloquently for themselves and bear trenchant witness to their 
own excellence. If you pin us down, we have no choice but to admit 
(with a modicum of happy embarrassment) that we are pre-eminent 
in our line. But we would rather you examined our work and our 
products and reached a verdict in accordance with the evidence. 
The Grant Production Co. Ltd., 4 Rathbone Place, London, W.1 
(Museum 8717), 47 Cornwall Street, Birmingham, 3 (Central 4131) 
and 7 Little Park Street, Coventry (Coventry 64978) 
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THE GRAPHIC ARTS 


— A WEEKLY NEWS SURVEY 


Kodak to introduce two 
new offset-litho aids 


At a special conference at Kingsway last week, under the 
chairmanship of Dr. H. Baines, Kodak Ltd. introduced two 
striking developments in the offset-litho field. 


The firm foresees lithoplates 
for advertisements on behalf of 
smaller firms being made by those 
firms themselves. 

They quoted in evidence that 
a good deal of local government 
printing is already being handled 
by municipal offices and banks 
do some of their own printing. 

To enable the small user to 
produce his own lithoplate with 
the absolute minimum of techni- 
cal know-how, Kodak have pro- 
duced a lithofoil plate ready for 
immediate use. 

No problems of even-coating 
by whirler, or of dermatitis from 
handling arise, and the coating 
itself is hard and easily handled. 
In point of fact deliberate 
soratching with the finger nail 
makes no impression. 

Development after exposure in 
the standard vacuum type frame 
is by swabbing with cotton wool 
soaked in developer; development 
is continued until all unexposed 
emulsion is removed and the 
image becomes readily visible as 
a dull yellow picture. Then 
comes further swabbing with the 
stabilizer, which hardens the 
image, and the ink is applied 
whilst the stabilizer is still wet. 
The plate is then simply cleaned 


Esparto paper 
sample-book 


The Association of Makers of 
Esparto Papers has published a 
book which outlines the manu- 
facturing processes in Esparto 
paper-making and shows what it 
claims to be “the unique quali- 
ties and advantageous proper- 
ties” of paper made from Esparto 


grass. 

Called “Esparto Paper,” the 
volume opens with a 30-page 
section which describes the 
machinery and _ craftsmanship 
which are employed in turning 
raw grass into sheets and reels of 
high quality paper. 

The body of the book displays 
a full sample range of Esparto- 
based papers—cover boards, 
printings, writings, blottings, cart- 
ridges, arts, imitation arts and 
duplicator woves being included. 

The last section describes test- 
ing methods and includes a com- 
prehensive bibliography. 

Design and production were 
carried out by Newman Neame 
Ltd. Copies may be obtained 
from the Association of Makers 
of Esparto Papers, 42, Melville 
Street, Edinburgh 3, price £1 1s. 


off, fan dried, and is ready for 
u 


se. 

Under demonstration condi- 
tions the process was completed 
in less than ten minutes. The 
normal run is expected to be up 
to 15,000 for half tone, and con- 
siderably more for line work. 

The second development, 
which was outlined by Martin 
Hepher, is a system of short run 
colour printing, designed specifi- 
cally for the small offset user. 

In this process everything has 
been done to standardise proce- 
dure and eliminate the variables. 
Three colour is preferred, and in 
view of the current widespread 
use of 35 mm, colour, that size 
transparency is regarded as stan- 
dard. The control mask is made 
in a standard box, and the 
separation negatives made direct 
through a neutral contact screen. 
They are printed down on to 
Kodalith material, using an 
ingenious semi-automatic punch 
stroke pin register system. 

Certain modifications have had 
to be made to standard machines 
to apply the process, e.g., on the 
Rotaprint or Multilith machines 
the rollers have had to be 
changed to the Buna synthetic 
type as these are solvent resistant. 

The most important develop- 
ment is in the change advocated 
in the inks. The standard tri- 
colour inks have been rejected. 
The yellow is approximately 
equivalent to the British standard, 


but the magenta is decidedly 
bluer and the cyan very much 
more green. 

Kodak estimate that prints 


made in this fashion cost from 
one sixth to one eighth of the 
cost of ordinary coloured printing. 

The Graphic Arts Division of 
Kodak are planning a series of 
demonstrations at Kingsway for 
interested users. 


Direct mail success 


_Weather Oak Press Ltd., the 
Birmingham printers, proved re- 
cently how a well-planned direct 
mail campaign can produce new 
business. They sent out a 
brochure, titled “Create a Good 
Impression,” which described the 
comprehensive service they offer, 
accompanied by a letter empha- 
sising the firm’s creative 
approach—the company has its 
own ~~ ~¢ and art 
studios—to five thousand pro- 
spective customers, Back came 
133 replies; resulting in 64 new 
orders— including one from 
America. 


65 


This poster is one of a series of 


seven in a new industrial safety 
campaign launched this month by 
the Royal Society for the Prevention 
of Accidents. The campaign will be 
introduced by 500,000 copies of a 
leaflet entitled “Your Guide tv 
Booby Traps” in which industrial 
hazards are presented to the worker 
as “traps for the unwary.” The 
——_ was devised and designed 
y Maurice Rickards. 


Changes in BFMP 
layout contest 


Two important changes have 
been made in the form of awards 
and the conditions of the British 
Federation of Master Printers’ 
Gold Medal Layout Competition 
for 1957. ” 

The results of the competitions 
held in recent years have dis- 
closed little difference in the stan- 
dard of the best work submitted 
in the two classes of entry. Re- 
cognising this, the Federation has 
decided that the silver medal for 
the best entry in the junior class 
shall be abolished, and in future 
a gold medal will be awarded for 
the best layout in each class. Ten 
cash consolation awards of five 
guineas each will be made, in 
addition to certificates of merit. 


Printer’s materials only 


In future, competitors in the 
junior class B will be restricted 
to the use of printer's materials 
only: viz., type rules, flowers, 
ornaments and positive and nega- 
tive blocks from typographical 
proofs. The illustrations must be 
used in the sizes provided and 
no artwork may be used. Class B 
entrants must be under 21 years 
of age on January 31, 1957, or 
have incompleted indentures. The 
“under 21s” may enter class A 
if they prefer to do so, but no 
competitor may enter both 
classes. There are no changes in 
the conditions of entry for class 
A which is an open class. 

This year's test is to design a 
piece of printing to advertise a 
camera. A rough (but neat) lay- 
out and full working instructions 
are required. P 

Entry forms may be obtained 
from the secretary, — British 
Federation of Master Printers. 


ADVERTISER'S WEEKLY 
‘SAFETY IS 
EVERYBODY’S 
BUSINESS’ 


“Safety is everybody's busi- 
ness, and the responsibility for it 
rests with everyone, from manag- 
ing director to new boy. The 
lead in organising safety must be 
given by top management, and 
effective support must come from 
the unions.” 

These points were emphasised 
hy Michael Carey, research and 
development department, 
Mardon, Son & Hall Ltd., in an 
address titled “Safety in the 
printing industry,” given to the 
annual convention of the Joint 
Industrial Council of the Printing 
and Allied Trades at Harrogate 
recently. 

In the one word “co-operation” 
we had the underlying theme of 


accident prevention, said Mr 
Carey, adding that a _ small. 
authoritative and experienced 


body with clearly defined terms 
of reference dealing in the main 
with the exchange of detailed 
technical information could save 
the printing industry much 
money, lost time and human 
suffering. 

Developing his constructive 
suggestions for the promotion and 
maintenance of safety, Mr. Carey 
declared that safety and produc- 
tion could not be divorced. This 
meant that the safety officer must 
concern himself with production 
—he should, in fact, hold a posi- 
tion closely concerned with works 
production—whilst an_ efficient 
manager or an able workman 
must be genuinely committed to 
the consideration of safety. 

“Every firm, of whatever size,” 
said Mr. Carey, “can have a 
safety organisation provided there 
is one man who is prepared to 
work at it, but technical help 
should be available to him from 
outside.” 

Accident losses were not al- 
ways apparent, and some might 
be several times as great as the 
direct compensation payments— 
for they included lost time by the 
injured employee and his work- 
mates; production losses, through 
damage to machines, etc.; and 
employee payments, in wages 
during convalescence, ex gratia 
grants, or family grants. 


Ruberoid’s new mill 


A new £950,000 paper mill, 
covering an area of three acres, 
is being erected by The Ruberoid 
Co. Ltd. at their Brimsdown, 
Enfield, works. When the new 
mill is in operation in May 1957 
the company’s activities will be 
widened to include the produc- 
tion of all normal grades of 
machine-finished wrapping and 
speciality papers up to 120 inches 
wide. Production will be in the 
region of 10,000 tons each year. 
The output, surplus to the com- 
pany’s own requirements, will be 
sold to the trade. 


fg; 

get rid of 

: booby traps 
7 7 


ADVERTISER’S WEEKLY 


An Alphabet 
of 

Household 
Names 


Part 3 


**Instant ’’ Whip 


International Wool Secretariat 


Jackson Electric 


Judge Ware 

Kenwood 

Kilner Jars 

Ladyship Wools 

** Lightning '’ Zip Fasteners 
Lin-Can 

Lux Washability Bureau 


McDougall’s 


Mansion Polish 
** Mary Baker "’ Cake Mixes 
Metal Box Company 


Milton Antiseptic 
Nestlé’s 
Newbridge Gas Pistols 


Newey Brothers 


Newton Chambers 


New Zealand Meat 
O-Cedar 
Orlon 


—and they 
all use 


Home Economics 


the mass-influence 


medium 


Hlome Economies 


AND DOMESTIC SUBJECTS REVIEW 


9la Kensington High Street 
London, W8. 


Western 9856 (4 lines) 


| ordinate 


NO TROUBLE 
IN THIS 
STORE 


Ww HAT a remarkable organisation 
a great store is! The other day 
I dropped in at Ys saw the country’s 
biggest—Selfridge’s—to have a look 
at the Christmas season toys and 
attractions, including a wonderful 
animated Sleeping Beauty sequence 
of displays that is going to draw in 
visitors by the thousands. I found 
myself being taken behind the scenes 
of that vast emporium by Geoffrey G. 
Young, public relations controller, 
seeing trainee 
schools, the 
offices, can- 
teens, and 
kitchens, and 
glimpsing 
something of 
the huge build- 
ing extension 
programme 
now in pro- 


gress. 

The national 

ress and the 

BC have a 
habit of 
dropping on 
the PR de- 

artment of 
elfridge’s 
whenever they want information 
about the retail trade, its staff 
problems, working conditions, rates 
of pay, fashion trends, etc. 

What with this and the entertaining 
of visiting Royalties, ambassadors, 
mayors, Russian sailors and, of 
course, a constant stream of news- 
paper men and women, Mr. Young 
has plenty to keep him busy, apart 
from thinking up promotional ideas. 

It was he who launched what is 
claimed to be the first big-store 
closed circuit television show in 
London, three weeks before com- 
mercial television was seen by the 
- — During the last few years 

e has managed to give support to 
all sorts of good causes while bringing 
publicity to his store. 

Among the earlier achievements in 
his career were the setting up of a 
first-class PR department for the 
National Playing Fields Association 
with 16 regional press offices, and 
the devising of a Sportsman's Ex- 
hibition to coincide with the opening 
of a recent Olympic Games. 

Even his spare time, or much of it, 
is devoted to PR, for he is a founder 
member and council member of the 
Institute of Public Relations, and is 
prominent on about ‘half-a-dozen of 
its committees. 


G. G. Young 


Introduction for 
a New Yorker 


INASMUCH as Just Borthen is 
Norwegian-born, it was appropriate 
that the cocktail party which he 
held last week should be in Norway 
House. Its purpose was to intro- 
uce to a number of clients and 
riends Robert Otto, head of the 
big New York international adver- 
tising agency, which has opened a 
European liaison office in London 
with Mr. Borthen in charge. 

In addition to its own branches 
in New York, Mexico. Argentina 


| and Toronto, the Otto organisation 


has over 60 associate agencies in 
the world’s strategic markets. The 
British one is G. Street & Co. Ltd., 
whose managing director, John Har- 
rison, was at the party. 

The Borthen office functions as an 
agency, but its main task is to co- 
throughout Europe the 
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Al the Norway House party (1. to r.: 3. E. Harrison (managing director 
Borthen, 


of G. Street & Co. Ltd.), Just 


R. H. Otto (chairman, Robert Otto 


& Co. Inc.), and J. S. Skinner (managing director, Remington Rand Ltd.). 


advertisin and merchandising 
efforts of Otto’s American clients 
and the local advertising agencies. 
These clients, I may mention, in- 
clude such giants as du _ Pont, 
Remington Rand and US Rubber. 

Also present was Frank Levens, 
managing director of Joshua B. 
Powers Ltd., of whose European 
department Mr Borthen was 
formerly head. 


Did he manage to 
book the space? 


DuRInG his early days in Flec* 
Street, when he was trying to sell 
space, E. Glanvill Benn, chairman 
of Benn Brothers Ltd., called on 
the manager of an Australian group 
of newspapers. 

“I was paying an unexpected 
visit,” Mr. Benn recalls. “‘Never- 
theless, I was ushered before ‘the 
presence’.”” Looking at the visitor's 
card, “the presence” asked: “Are 
you related to Sir Ernest Benn?” 
With justifiable pride, Mr. Benn 
replied in the affirmative. 

Back came the reply: “I am inter- 
ested to meet you. Sir Ernest gave 
me the sack six years ago.” 

In telling the story to advertising 
men in Manchester the other day 
Mr. Benn did not reveal whether 
or not he was successful in booking 
space. 


Deserved tribute 


A PARTICULARLY well - de- 
served tribute at the Spottiswoode 
Advertising Ltd. golden jubilee 
luncheon was that which both 
R. O. Morris, chairman of the 
agency, and R. A. Bevan, chairman 
of S. H. Benson Ltd., paid to R. G. 
Hervey. 

Mr. Hervey joined the board in 
1925. For many years he was chair- 
man and managing director, before 


relinquishin these positions in 
favour of r. Morris two years 
ago; and the stability and pros- 


erity of the agency owe much to 
im. 
He is still, of course, a director. 


* * * 


ET does not need the deciphering 
skill of that Biblical scholar, Dr. 
Hugh J. Schonfield, to detect that 
his name was regrettably misspelt 
Schofield on this page last week. 


NOBODY can be more cagey about 
|a story than a good newspaperman, 
if he doesn’t feel the time for releasing 
it is ripe. Owen Rowley made this 
‘clear when I asked him what he 
‘proposes to do now that he is re- 
finquishing the chairmanship of the 
Evening Standard. When it came to 
lying low and 
saying nuffin’, 
Brer Rabbit 
had nothing 
on him! Mr. 
Rowley’s con- 
nection with 
the Express 
thes P has 
asted well 
over 30 years. 
Unusually, for 
a newspaper 
chief, he 
started on the 
agency side 
—being with 
Carlton Publi- 
city and Paul 
E. Derrick’s 
for a short while. Moving to the 
Express group he became publicity 
manager, and later had spells first in 
Glasgow and then in Manchester as 
general manager at a time when the 
office was rebuilt and the Sunday 
Express was brought there. He came 
to London about nine years ago. 
One thing is certain: whatever 
Mr. Rowley does in his business 
hours, a good deal of his leisure will 
be devoted to his favourite hobby of 


painting. CONT A CT 
WEEK'S WISECRACK 


“~ 


Owen Rowley 


“ Carruthers has cancelled 
his Middle East marketing 


tour. He says he now 
believes a sound home 
market is the basis o, 


export success.” 
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STILL RISING 


Watch for announcement next week 


LESLIE MANDER ADVERTISEMENT MANAGER TV TIMES TELEVISION HOUSE KINGSWAY WC2 e HOL 7888 


TV TIMES 
SALES 
CT 
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Are you reaching 
both sides 

of the fence 

in Manchester ? 


Women like the 

Evening Chronicle 

more read it every month... 
for complete coverage 

of this great market it is 

an indispensable medium. 


ou can’t cover 
Manchester 
without the 


EVENING 
CHRONICLE 


ist 
in Britain 
FOR GROWTH 


45,830 extra copies in four years. 


Fastest-growing evening in 
Britain. 


3rd 
in Britain 
FOR SIZE 


ABC 295,729. Third-largest 
provincial evening sale. 


Current Advertising 


Kensitas re-introduce gift coupons 


Kensitas are to re-introduce gift 


Size” cigarettes this month. 
gold band bearing the words 


certificates in their Kensitas 
The packets will be distinguished by a wide 
“With valuable certificates,” 
will be in the shops after Monday. 


“Extra 


and supplies 


Gifts available include wrist watches, cutlery, nylons, household linen, 


handbags, toys, brief cases, etc. 


There will be five certificates in every packet of 20, two in 10 and ten 


in 50. 
illustrated Kensitas catalogue. 


Details of gifts and certificate values appear in a 16-page fully 


There will be large scale national advertising to launch these gift 


certificates. 


Agents are Mather and Crowther Ltd. 


he Imperial Tobacco Co Ltd., which was reported some time ago to 
have stocks of cigarette cards to use in their brands when one of their 


competitors started a promotion scheme, 


stated this week that it had no 


immediate plans for the use of these cards. 


250 million press 
ads for Kleenex 


A new winter campaign of 250 
million press advertisements has 
been booked from October to 
March by Kimberly-Clark Ltd. for 
their major product — Kleenex 
tissues. 

Spaces ranging from 11 in. to 13 
in. across five columns have been 
taken in national daily and Sunday 
papers, Scottish Sunday and 
Northern Ireland papers and in 
women’s magazines. Half-pages in 
the Radio Times have also been 
booked. 

Agents are Foote, 
Belding Ltd. 


Cone and 


Provincial schedule 


for Olivetti 


British Olivetti Ltd. have been 
advertising the Lettera 22 typewriter 
with full pages in the Manchester 
Guardian, Birmingham Post, Liver- 
pool Post, Yorkshire Post, Newcastle 
Journal, Cardiff Western Mail, 
Glasgow Herald, Scotsman, Bourne- 
mouth Echo, Croydon Advertiser, 
Surrey Advertiser, Brighton Evening 
Argus, Southern Daily Echo (South- 
ampton), Evening News (Ports- 
mouth), Kent Messenger (Maidstone 
edition) and Chatham Observer. 
Agents are T. Booth Waddicor & 
Partners Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


PATTERNCRAFTS LTD., for Rex 
Publicity Service Ltd. 

SCROLL PENS LTD. (Scripto 
products in the UK and Scripto 
and Scroll products overseas), for 
J. Walter Thompson Co., Ltd. 

JOHN McLEAN & SONS LTD., 
for S. C. Peacock Ltd. (Birm- 
ingham). Campaign planned for 
Midland evenings and weeklies. 

SUN-MAID RAISINS, for Smiths’ 
Advertising Agency Ltd. Cam- 
paign planned for 1957 in 
women’s weeklies and monthlies 
and provincial papers. 

CLYDE PAPER CO. LTD. 
(Kromekote cast-coated paper) 
for Doig Advertising Lid. 

DUNOON. CORPORATION (Holi- 
day advertising scheme), for 
 —— Advertising Service 


td. 

PERDECK SOLDER PRODUCTS 
LTD. ; VALTOCK LTD. 
(Valtock blow lamp and screw- 
driver); J-BEAM AERIALS 
LTD. Accounts for Auger & 
Turner Ltd. 

RICHARD COSTAIN LTD., for 
John Haddon & Co., Ltd. 

J. A. HEMMING LTD.; WEST- 
MID TRANSPORTERS & 
SHIPPERS LTD.; WILLIAM 
GARFIELD LTD. Accounts for 
Biddle Bros. (Advertising) Ltd. 

BUTTERLEY CO. LTD. (engin- 
eering division), for Scott-Turner 
& Associates Ltd. 


Campaigns 

KIMBERLEY-CLARK LTD., using 
national dailies, Sundays, Scottish 
Sundays, Northern Ireland papers, 
women’s magazines and Radio 
Times for Kleenex tissues. (Foote, 
Cone & Belding Ltd.) 

VICK INTERNATIONAL LTD., 
using national dailies, Sundays, 
magazines, posters and commer- 


cial TV. 
Ltd.) 

WILDERS FIREWORKS LTD., 
using Radio Times, Evening News, 
provincial evenings and commer- 
cial TV on Miadlands station. 
(S. C. Peacock Ltd., Birmingham.) 

BIRDS EYE SALES LTD., using 
Radio Times, TV Times, commer- 
cial TV on all stations and point- 
of-sale material for coupon offer. 
(Lintas Ltd.) 

ODLUM’S FLOUR; WATER- 
FORD FLOUR MILLS; CAL- 
TEX CRYSTALITE PARAF- 
FIN; ST. BRIGID’S KNIT- 
WEAR, using cinema filmlets in 
Ireland. (Cinema & General Pub- 
licity Ltd.) 

TIA MARIA (imported and 
marketed by Robertson, Villar & 
Watson Lid.), using national 
dailies, Sundays and provincial 
evening papers. (Crossley Adver- 
tising.) 

WIX & SONS LTD. using 
national media for Kensitas gift 
certificate scheme. (Mather & 
Crowther Ltd.) 

BATCHELORS' BEANS, | using 
women’s magazines, local papers, 
commercial TV, cinema filmlets 
and trade press for new flavour 
— beans. (Mather & Crowther 

t 

BRITISH OLIVETTI LTD., using 
provincial papers for Lettera 22 
typewriter. (T. Booth Waddicor 
& Partners Ltd.) 

COFFEE PUBLICITY ASSOCIA- 
TION, using commercial TV. 
(Saward, Baker & Co. Ltd.) 

BRITISH CARPETS PROMOTION 
COUNCIL, using national and 
women’s magazines. (Lytle (Ad- 
vertising) Ltd.) 

RICHARD HENRY OF LONDON 
AND ROME, using posters on 
London buses for Italian hair 
are (Foote, Cone & Belding 

td.) 


(Lambe & Robinson, 
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Scroll make new 
appointments 


Scroll Pens Ltd. have appointed 
J. Walter Thompson Co. Ltd. to 
handle the advertising of Scripto 
products in the United Kingdom, 
and of both Scripto and Scroll 
products in overseas markets 
with effect from January 1. 


Coupon offer for 
Birds Eye foods 


A new campaign is being launched 
by Birds Eye Sales Ltd. for fillets 


of small plaice, sliced green beans 
and fish fingers— 
foods. 


three quick-frozen 


Half- -page advertisements in next 
Friday's Radio Times and TV Times 
will include a coupon offering a 6d. 
reduction on the purchase of either 
a family- or small-size packet of 
sliced green beans, fillets of small 
plaice or fish fingers. 

The promotion will be supported 
by 30-second commercials on all TV 
stations during next week, drawing 
attention to the offer. In addition, 
there will be references to the 
coupon offer in all Birds Eye press 
advertisements appearing in the 
national press at the same time 

To remind housewives at the 
point-of-sale there is a window bill 
illustrating the three products, 
together with a “change your 
coupon here” flash. Agents are 
Lintas Ltd. 


Six Vick products 


to be advertised 

Vick International Ltd. will have 
campaigns running for six products 
this year, all placed by Lambe and 
Robinson Ltd. Vick Vapour Rub 
will appear in a short list of national 
Sundays and dailics. 

Vick Cetamium Cough Syrup is 
being advertised in 78 provincial 
papers in the UK and Ireland, and in 
30-second television spots on A-R. 

Vick Vapomist will appear in a 
short list of national dailies, on tele- 
vision in Birmingham, 30-second 
spots with ABC TV and on quad- 
crown sites in London underground 
Stations. 

Vick Lozenges and Vick Inhaler 
will be jointly advertised with half- 
pages in two colours in general in- 
terest magazines. Vick Cetamium 
Throat Tablets will be advertised in 
a short list of national dailies and 
Sundays. 


Scott-Turner get 


another account 


Scott-Turner and Associates Ltd. 
will take over the advertising of the 
engineering division of the Butterley 
Co. Ltd. from January 1. 

They were originally appointed to 
handle the oxygen division of this 
company in June, 1953, and in 
January, 1956, their Aglite division. 

During 1957 an intensive adver- 
tising campaign has been planned 
covering specialised media, the 
national press in this country and 
selected publications overseas. 


Liqueur advertising 


Tia Maria, the Jamaican liqueur, 
will be extensively advertised before 
Christmas. Media include national 
dailies, Sundays and provincial 
evening papers. 

Tia Maria is imported and mar- 
keted by Robertson, Villar & 
Watson Ltd. Advertising is handled 
by Crossley Advertising. 
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HE’S MAKING 
TRACKS 
TO A MAN’S WORLD 


Point the way 
— 


ys Own 


BY ADVERTISING IN PAPER 


ADVERTISEMENT MANAGER GEORGE H. PHIPPS LUTTERWORTH PERIODICALS 4 BOUVERIE STREET LONDON €E.C.4. 
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PUBLICATIONS IN THE NEWS 


Ad rates up for 
‘Service Station’ 


From January 1, the guaranteed 
monthly circulation of The Service 
Station will be increased from 7,000 
to 12,000. Advertising rates will 
rise from £22 10s. per page to £30 
per page and pro rata. Use of two 
colours will be £10 extra instead of 
£6 10s. as previously. The Penton 
Publishing Co. Ltd states that the 
Commercial Motor Exhibition num- 
ber and the Motor Exhibition 
number were record issues. 

* * * 

Plans for a _ changeover of 
Semana, the Colombian newswecekly, 
to a news pictorial magazine, have 
been announced by John Kirby, 
publisher of Vision. Semana is a 
recent addition to Vision Incor- 
porated’s Latin American magazine 
network. It will be completely re- 
vised from the first issue of next 
year. 

aa * * 

A full-colour supplement on art 
paper will be included in four of the 
1957 issues of The Chartered Sur- 
veyor. The first will appear in the 
March issue, 

o” + * 

Norman Wisdom will begin the 
story of his life in next week's John 

He will also introduce an 
eight-page TV supplement which 
includes a “who's who” of tele- 
vision stars and a chart explaining 
how viewers may appear on TV. 


The Contract Journal is to publish 
two special issues to coincide with 
the Public Works and Municipal 
Services Congress which opens at 
Olympia, London, on November 12. 
Next week’s issue will include a 
preview of many of the items of 
contractors’ plant to be shown at 
the Exhibition. The following 
issue, which will also include fea- 
tures dealing with the Congress and 
Exhibition, will have a special cover 
laminated by the Dispro process. 
The Contract Journal will be ex- 
hibited ¥ —- 

* 

Thirty “aioe winning recipes 
for sweets and savouries from mem- 
bers of the Wooden Spoon Club 
will be given in a 16-page pull-out 
cookery booklet in next week's 
Woman. 

a7 

ema 20- b page issue, including 
a four-page otor Show supple- 
ment, was published by _ the 
Exmouth Journal. The supplement 
included over 20 pictures and 
descriptions of 1957 cars. All 
garages in Exmouth took space. 


Five famous men 


Farmer & Stock-Breeder has in- 
vited five famous men in politics, 
journalism and industry to set down 
their personal and independeni 
views on farming, its record and 
prospects in the crucial times ahead. 
The resulting series is being adver- 
tised in large spaces in thé main 
daily and weekly provincial papers 
throughout Britain. 


SCOLOUR PRINTING _ 
LABELS 


SHOWCARDS 


DISPLAY 


BROCHURES 


POSTERS 
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RITCHARD & CO. LTD 
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Features in the December (Christ- 
mas) number of Woman and Home 
will include games and plays for the 
party; recipes for a Christmas 
buffet; designs for evening dresses; 
and fancy dress designs for a 

children’s party. 

* * 

The serialisation of the second 
volume of Sir Winston Churchill's 
History of the English-speaking 
Peoples began in this week’s Every- 
body’s. There was strong press ad- 
vertising in the Daily Express, Daily 
Mail, Daily Telegraph and London 
Evening Standard. Next week’s issue 
will be supported by press advertis- 
ing in the News Chronicle, The 
Times, the Manchester Guardian and 
selected provincial newspapers. 

+ 


. 

Men Only will go up to 2s. from 

ls. 9d. with effect from December 

issue ; Bankers Magazine will be 3s. 

—formerly 2s. 6d-—from the 

January issue. 
* * ca 

Amateur Photographer  (Asso- 
ciated Iliffe Press) will publish a 
special Christmas Presents Number 
on December 5. It will contain 
information on choosing photo- 
graphic goods as Christmas presents, 
as well as articles on Christmas 
photography and photographic pre- 
parations for Christmas. 

x * * 

Miss Doris Richardson, advertise- 
ment director of Courier, has sent 
out a miniature bottle of Bols- 
kummel to advertisers and agents, 
with the note that “when you think 
in terms of space, you'll have to 
give us pride of place.” 


NoveMBer 2, 1956 


We Hear 


The British Transport Commission 
have appointed a panel to advise on 
the best means of attaining a high 
standard of appearance and amenity 
in the design of their equipment. 

7 * * 


The 14th annual _ exhibition 
organised by the Radio and 
Electronic Component Manufac- 
turers’ Federation is to be held at 
Grosvenor House and Park Lane 
House, from Monday, April 8, to 
Thursday, April 11. Formerly known 
as the Radio Component Show, the 
title has now been changed to Radio 
and Electronic Component Show. 

* * * 

Falmouth Corporation plans to 
have 30,000 new publicity folders 
printed 

* * * 

John Fairclough, an account 
executive with John Hobson & 
Partners Ltd., gave a lecture at Lady 
Manner School, Bakewell, Derby- 
shire, on “The Place of Advertising 
in a Modern Society.” 

* * * 

Miss Kay Murphy, managing 
director, Linguaphone Institute Ltd., 
appeared last week on the BBC pro- 
gramme “Portrait Gallery,” during 
which there were several references 
to her interest in advertising. 


Free holiday 


The 25,500 employees of Richard 
Thomas & Baldwins Lid. can win 
a free holiday on the Continent 
next year in a competition in the 
company’s monthly newspaper, 
Ingot News. 

* * a 

Chesterfield Corporation  trans- 
port committee has received “‘satis- 
factory” reports from its transport 
manager on an Aricem Illuminated 
Roller Advertiser, which has been 
tested in the municipal bus depot 
for three months, and intends to 
order 10 of them. for use in the 
town’s buses. 

* * * 

Changes of address: D. J. Mack- 

and Partners Ltd. to 177 
Piccadilly, London, W.1; Tech- 
nical and General Press Service to 
53 New Oxford Street, W.C.1; R. 
Wilson Young Ltd., to 15-17 South 
Leinster Street, Dublin. 


Monday, November 5 

INSTITUTE OF PACKAGING (Scottish 
branch). Meeting. R. B. Hitchings. 
More's Hotel, Glasgow. 7 p.m. 
PUBLICITY CLUB OF WOLVERHAMPTON, 
Guy Fawkes party. Castlecroft 
Hotel 
PUBLICITY 
cussion 
Gamble 


CLUB OF LONDON.  Dis- 
group = meeting. Eric 
Aldwych Club. 8 p.m. 


Tuesday, November 6 

BRADFORD PUBLICITY ASSOCIATION. 
Meeting. Joseph Atack. Victoria 
Hotel. 7.15 p.m. 

BERKS & BUCKS PUBLICITY ASSOCIA- 
TION Meeting John Wilder. 
7.30 p.m. 

ADVERTISING-PRESS CLUB, DUBLIN 
Meeting. Shelbourne Hotel. 8 p.m. 
PUBLICITY CLUB OF LEICESTER. Meet- 
ing. Adult Education Centre, 
Belvoir Street, Leicester. 

REGENT ADVERTISING CLUB. Meeting 
H. J. Peters. 6.30 p.m. 
SOUTHAMPTON PUBLICITY CLUB 
ing. Charles Oates 
BRITISH SALES PROMOTION ASSOCIA- 
TION. Visit to Moussec Ltd, 2.45 
p.m. 


Meet- 


AD MAN’S DIARY 


Wednesday, November 7 

INSTITUTE OF PUBLIC RELATIONS. 
Luncheon meeting. Ear! of Verulam. 
Criterion Restaurant. 12.45 p.m. 
INCORPORATED ADVERTISING MANA- 
GERS’ ASSOCIATION. Film night. 
Management House. 8& Hill Street, 
W.1. 6.30 p.m. 

BRITISH INSTITUTE OF MANAGEMENT 
& ciascow & WEST OF SCOTLAND 
MANAGEMENT ASSOCIATION Joint 
dinner meeting. Halford Reddish 
Central Hotel. Glasgow 


Thursday, November 8 

PUBLICITY CLUB OF LEEDS. Luncheon 
meeting. Lt. Col. }. R. B. Walker 
Great Northern Hotel. 

PUBLICITY CLUB OF LIVERPOOL. 
Mcenthly luncheon meeting and pre- 
sentation of annual golf competition 
trophies. Royal Restaurant. 1 p.m 
PUBLICITY CLUF OF IRELAND. 
Luncheon meeting. Metropole, 
Dublin. 1 p.m. 

Friday, November 9% 
INSTITUTE OF PACKAGING 
Western branch). Meeting 
Pilditch. Grand Hotel, 
6.30 p.m 


(South 
James 
Bristol 
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¢. p . aS af a biffe 4 e/ 
The displays illustrated here are typical 
of the many and varied jobs which we 
produce for National Advertisers week 
by week. They are different in style, in 
appeal, in price, but they are alike in 
one essential—the quality of production. 
Shermans’ coupon dispenser is screen 
printed in five colours on plywood—it 
is bold, bright and purposeful. Clarks’ 

cuancet To \ display effuses charm and fashion with 

AAW 3} its montage in pastel tints and the 

brilliance of the fluorescent coat. The 
cut-out shoes are in felt and applied to 


a pastel shade of net. Masters q Doo 7 


mas ant om PRIESTLEYS of Gloucester 
£75000 RR CS he, pe Nr f Gl alli dimill ike 


TELEPHONE: TRA 4277-8. VICTORIA BUILDINGS, 32 DEANSGATE, MANCHESTER 3. TELEPHONE: BLA 3851. 
70 CAROLINE STREET, BIRMINGHAM 3. TELEPHONE: MID 0528. AND AT CARDIFF AND CHELi ENHAM 


WE’RE MOVING TO PICCADILLY ON NOV. 5TH. 


Due to continual expansion, we’re lifting up our locks, stocks and barrels... . 
moving from Aldwych to larger premises at 177, Piccadilly. Here--as from 
Monday, 5th. November—we will be able to give even greater personal service 
to our many fast-developing clients. And be better-positioned 

to welcome any others on the look-out for a lively, imaginative 


agency with a lot of fresh ideas about advertising. 


“p. J. MACKRIDGE AND PARTNERS LTD. 
177, PICCADILLY, LONDON. W.1. Tel: Grosvenor 2287 


the new name for D. J. Mackridge Advertising Service 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ADVERTISING 
SALES DEPT. 


ASSISTANT REQUIRED 
by Liverpool Company, with 
experience of traveller liaison 
and sales administration. 
Knowledge of layout and pro- 
duction of printed matter 
essential. Permanent and pen- 
sionable post for right appli- 
cant. State age, education, full 
details of experience and salary 
expected to 


Box 4781 
Advertiser's Weekly 180 Fleet St €C4 


DESIGNER with administrative ability 


required to be 

the Manager of 

Studio of the 

ship, N.7 area 

in layout, design and lettering 

temporary style essential Pay 
less than £10 p.w Shopping 
count, three weeks’ holiday 
subsidised dining-room and 
amenities Write, giving pa 

to Director of Personnel, John 
& Co., Lid., Oxford Street, W.1 


A JUNIOR ARTIST with some studio 
required for general 
studio work Write, giving details, 
Rosebery 


experience is 


to Murray Studio Ltd 
Avenue, E.C 


rticulars, 
Lewis 


72 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 4s, per lime, 45s. per display pane! inch. 
APPOINTMENTS WANTED, 3s. 6d. per line, 40s. per display panel inch. All other 
classifications, 4s. 6d, per line, 50s. per display panel inch. Minimum, 3 lines. Box 
No. charge, one line plus Is. covering postage, etc. Series rates on application: all 
advertisements under seven insertions VWUST BE PREPAID. Address “Advertiser's 
Weekly.”’ 180. Fleet Street. London. E.C.4. WATerioo 3388 (Ex. 25) 


APPOINTMENTS VACANT 


A COPYWRITER WITH IDEAS 


Not just a copywriter to write to order, but a creative 
man who will reach right out to client contact and help 
with planning on a group of accounts. Several years’ 
experience in agency work of this kind will be essential. 
If this looks like your cup of tea, come and have one 
with us and talk it over in confidence. Write first, 
outlining your career to date to: 


BOX 4861 
ADVERTISER'S WEEKLY 180 FLEET ST EC4 


‘ 


LIVE MAN, late 20s, sought as Adver- , WE ARE LOOKING for j 
tisement Canvasser by man who has already had several years 
South Coast evening newspaper of pract l 
some knowledge of layout essential , aS expandir 
Salaried post offering good prospects trade ff iblis Ss, that we can 
Write 


t-class opportunity 
Box 4738 Ad. Weekly 180 Fleet St EC4 


income from the 
He will be giver 
REPRESENTATIVE required to work to sell and will be 
from London office of expanding secretarial assist 
Hertfordshire letterpress printers with 
modern plant and excellent service 
An existing connection is desirable 
but not essential as full support 
would be given to an able and ener- Full 
getic man to break new ground, par- | Park 
ticularly in the field of good-class | : 
catalogue and colour work Applica- ae -ROUND ARTIST required, 
lions, stating age and experience, to Ne ol handling 
Managing Director ow ll emg : 
ss “e > . y oe aKCcT Ss ai i 
Box 48 Ad. Weekly 180 Fleet St BC4 Box 4843 Ad. Weekly 180 Fleet S 


a keen ye 
well-known 


experience selling adver 
foe 


ance 
Box 4856 Ad. Weekly 180 Fleet St EC4 
PRODUCTION ASSISTANT required 
est nd Advertising Agency 
y experienced. Telephone : HYDe 
1205 for appointment 


ADVERTISEMENT 
REPRESENTATIVE 


An Advertisement Representative 


is required by a well known mass 
circulation weekly paper. 


details please, in confidence, to 


Box 4848 
Advertiser’s Weekly 180 Fleet St EC4 


NOVEMBER 2, 1956 


APPOINTMENTS VACANT 


MERCHANDISING 
and 


MARKETING 


There is an opportunity in a 
prominent London Advertising 
Agency for a young man with retail 
selling experience to study, report 
and advise upon advertisers’ prob- 
lems at point-of-sale— covering 
display, packaging, incentives and 
everything which concerns the 
better presentation of advertisers’ 
products at the point-of-sale and 
encouragement of the Retailer and 
his Assistants’ interest therein—in 
a number of different trades. 


Applications with age and details 
of experience to 

Box 4851 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING 


FIRST-RATE 


REPRESENTATIVES 
required (male or female) for officia! 
publications, guides, etc. References 
required and replies to all applicants 
Box 4713 Ad. Weekly 180 Fleet St EC4 


ARTIST, versatile and experienced, re 


quired for work on sales promotiona 
material in large selling organisation 
Must be good letterer. Modern 
offices, canteen, Pension scheme 
recreational facilities Write, Adver- 
tising Manager, Caribonum_§ Ltd 
Leyton, E.10, or telephone for ap- 
pointment, LEYtonstone 3600. 


ARTISTS WANTED. 
Pleasant studios off Baker Street 
Please telephone for appointment 
PAD 9321. John Camp Studios 


Brief 


Agency 
which will be 


Smee’s 


require 


MARKETING 
MANAGER 


Must have excellent qualifications and wide 
experience in this specialized field of ad- 
vertising. This is a highly paid position and 
preference will be given to man with sound 
record. Write giving full details, 


treated confidentially, to: 


Personnel Manager: 


SMEE’S ADVERTISING LIMITED, 
3-5, DUKE STREET, W.1 


Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS | 
An opportunity with | This is an opportunity for a 


‘Home Economics TECHNICAL VISUALISER Typographer 


We are looking for a man with adver- | | who is already efficient and 
tising agency experience—preferably 


as a junior account executive or media We want a Senior Visualiser who is accurate but who wants a 
n—to joi divert t sell : 
— eee | thoroughly experienced in handling technical chance to use the creative 


He need not have had previous advertising in the National Press and in ability which he must have 
experience of selling but must possess | : . 
constepative taniilienaee. bn nan specialised media. He will be responsible to meet our requirements. 


thoroughness, an- agreeable manner ry ‘ : ; : 
and the ability to write a good letter. for originating lively modern campaigns, in lf this sounds like you and 


We oller 0 gunarens casting saan, collaboration with our Copy Director, and you are looking for a good 
excellent prospects for its increase, and ‘ j 
the opportunity of joining a young” taking his ideas up to the presentation stage. opportunity ad extend = 


journal which is already establishing Practical agency experi i i j . 
itself as an accepted medium for | gE Y perience is essential. already wide — = 


national advertisers. (See our display We operate a Pension Scheme and a Profit Sharing perience, write fully and in 
advertisement in this issue.) 


. ; Scheme. confidence to The Art Direc- 
Write giving details of age, education, | 
experience, etc., to Box 4880 tor at 
The Advertisement Manager, Home 


Eoonemion $24 Mensingies Sil Ot. Advertiser’s Weekly 180 Fleet St EC4 T. B. Browne Ltd., 
W.8. Mark envelopes ‘ Personal.” 117 Piccadilly, London, Ww.!l. 


SALESMAN of the highest quality TECHNICAL ARTISTS required for 
required by Publishers of leading Publications Department in London 
ADVERTISING MANAGER account- electrical engineering export journal An interesting and varied work pro- 
ing machine manufacturers of world Ability to negotiate to finality at top gramme calls for ability to produce 
repute needs Editorial Assistant management level essential Car pro- first-class perspectives in line and half- 
monthly magazine dealing with vided and every support given, plus tone from blue-prints and personal 
mechanised accounting Some train- freedom of action im large territory investigation Working conditions are 
ing will be given, but basic account- extending from Leicestershire and excellent Apply, giving particulars of 
ting knowledge essential Write, East Anglia up to and including age, experience, salary required and 
stating age, experience and salary Scotland Electrical Industries Ex- quoting Ref. AW/11. to the Personnel for the photogravure process. Apply 
required, to port, 6 Cavendish Place, London, Officer, ‘Saunders-Roe Lid Esst Box 4835 Ad. Weekly 180 Fleet St EC4 
Box 4844 Ad. Weekly 180 Fleet St EC4 Wl Ps Cowes, Isle of Wight ASSISTANT To ADVERTISING 
LETTERING AND DESIGN ARTIST TECHNICAL PUBLICATIONS DE- REPRESENTATIVE required by Draw- MANAGER required by photographic 
for firm dealing with packaging, outer PARTMENT of engincering company ing Office-Studio engaged on tech- dealers. The work entails copy 
London Excellent opportunity for requires man for compilation of spare nical illustrating retouching, and writing for leaflets and mail order 
person with creative ability, also able parts lists Experience of similar commercial art Young, must have adverts Applicants should be young 
to do smail finished lettering. Modern work essential; used to drawing office some connections to call on clients and intelligent, and need enthusiasm 
Studio, sports facilities and pension procedure Five-day week State in London area. Excellent salary and | more than experience Copy typing 
scheme Write, giving experience and age, experience and salary required prospects Present staff know of this essential Very congenial surround- 
salary required, to to the Personne! Manager, CAV Ltd., 


J advertisement ings Dixons, Dixon House. Buck- 
Box 4850 Ad. Weekly 180 Fleet St EC4 Warple Way, Acton, W.3 | Box 4878 Ad. Weekly 180 Fleet St EC4 inghem Road, Edgware. EDG 52i\1. 


ART EDITOR wanted by leading 
Publishing House for important 
Woman's Paper. The position carries 
an adequate salary and a woman 
would be favourably considered if she 
has experience of preparing layout 


FISONS LIMITED S. C. Johnson & Son‘Ltd. 


require an require 


ADVERTISING | Assistants to Product Managers 
MANAGER we 


Two vacancies exist for executives in the Ad- 
vertising and Sales Promotion Department. 
Their duties will be to assist the Product Managers 
on vital and interesting work. Ability to absorb 
training and desire to accept responsibility will 
be considered more important than previous 


for their Horticultural products range. The 
advertising covers national promotion aimed at the 
amateur garden market using all forms of media; 
it also includes specialized campaigns to the Market 
Gardener, and to the Parks and Sportsgrounds experience. Prospects excellent for the right 
Horticultural trade. The scope of the position is men. 

thus wide, and the person appointed will be expected They should be aged 20 to 26 years. There 
to take an active part in general promotional is a pension and profit sharing scheme with 
planning for this expanding market. sickness benefit. 

This is a responsible appointment, with an appro- If you want a job with a future, write, marking 
priate salary, and previous advertising experience your envelope Confidential, to: 

is essential. The post is at Head Office at Felixstowe 
and carries contributory pension scheme rights. Advertising Manager, 


Applications, stating salary required, to the S. C. JOHNSON & SON LTD., 
Personnel Officer (DW25), WEST DRAYTON, 


FISONS LIMITED MIDDLESEX. 
Harvest House, Felixstowe, Suffolk. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 


ARTIST with creative ability to pro- 
} duce eye catching show cards and 

other promotional material for modern 

TYPOGRAPHER shoe window displays Also general 
artist who must be able to create 
layouts and finished art work of a 
high standard for press advertisements, 


An interesting and progressive catalogues, etc. Excelient salaries. 

HAD DONS WANT position is available for an experi- contributory pension =a. = 
company operates a five-day week, 

enced agency typographer, able to has its own restaurant Residential! 

produce accurate type mark-ups accommodation is available in Bata 
and adaptations. Hotel. Interviews arranged in even- 
ings or Saturday mornings. Write or 


. . | | Write or "phone Creative Director, telephone to Staff Manager, 1 ne 
a creative designer CRANE PUBLICITY LTD. | Tilbury, Essex.” Tilbury 800. | 
Adam House, One Fitzroy 

Square, W.1. First Class 


to join a young and | eae LETTERING ARTIST 


ADVERTISING AND SALES DE- required by modern west - end 


PARTMENT, Assisiant required by | | studio. Pleasant conditions. 
Liverpool company, with experience 


of traveller liaison and sales adminis- | | Interesting and varied accounts. 
tration Knowledge of layout and 


. oe . . ; : 
forward-looking creative Pe ea amed mae ose; || STUDIO LORAYNE LTD. 
for right applicant. State age, educa- 41-45 Beak Street, W.!. GER 4866 
ie tak ee NO BEGINNERS—PLEASE! 
Box 4781 Ad. Weekly 180 Fleet St BC4 


| EXPERIENCED 
wide range of problems LAYOUT-MAN 


required with the following qualifications: 


. . + | 
for one of Britain S 1. He should be able to plan and carry out slick, 


practical roughs for high-pressure chainstore 
advertising accounts (not fashion) 


1 2 H nd knowledge of 
best-known advertisers ave a sound knowledge of typography 


3. Be able to use initiative 

Write giving details of experience and 

when available for interview to 

Art Director, OSBORNE-PEACOCK CO. LTD 
This man is expected to make and take forthright | 26a Albemarle Street, London WI 

professional comment both at Group and top 
Executive levels. Whenever possible, he will brief | chores of Gepervment’ covering light 
artists and direct photography on work of his own ACCOUNT EXECUTIVE | cagincering products. | South Bur 


mingham area. Should have had 
: p Following qualifications required— experience with exhibitions, press 
designing. | | Age about 30. Single. Good education. advertising and catalogue matter 


M.LP.A/D.A.A. or working for same. Box 4853 Ad. Weekly 180 Fleet St EC4 
Trained in all phases of advertising in GIRL required to take charge of small 
, , ; : . 7 Sioa, ood agencies or firms. S | interest - 

The salary for this job is according to ability. treet ee Direct | Mail | section | and oss as 
, | | toilet preparations, etc. Capable of assists ad ee a 
Haddons have a Pension Scheme. developing existing accounts and expending compesy Wi. Coy 
securing new ones. typing essential. An opportunity for 
if you feel you are near the mark and a — _— Progress in advertis 
wish to join a medium sized agency of ing aus " 
high repute to build yourse sell a fine Box 4874 Ad. Weekly 180 Fleet St EC4 
position and future, write fully in every 


confidence to— 
Appl fi int ‘ } Personal, Managing Director, PUBLICITY AND SALES 
y tor an interview Box 4842 
in writing or by phone to Mr. A. J. Clark, Advertiser's Weekly 180 Fleet St EC4 | | PROMOTION EXECUTIVE 


(Our staff know of this advt.) | | required to implement advertising 

policy within a group of Engineer- 

Abil to :— 

JOHN HADDON & CO. LTD. DESIGNERS EXHIBITION STANDS Clapton grotenion’ st ‘nen 
an isplay require ondon | 

exhibition contractors. , = brochures in co-operation with 


Post. advertising agents : effect dis- 
11/12 Salisbury Square, E.C.4. Box 4809 Ad. Weekly 180 Fleet St BC4 tribution, prepare schemes for 
trade and press advertising. This 
| ADVERTISING. Production Assistant, is a new post of challenging scope 
FLEet Street 8011 male, 24-30, required by well-known | | which carries the concomitant 
Pharmaceutical House. Experience of | | of personal advancement. 
print and block production essential Apply giving details of education, 
Knowledge of budgetary control and experience, salary required, etc. 
agency experience an advantage S. Biddle Holdings 
Write, with full details, experience and to secretary, Di gs, 
salary required, Personnel Manager, | 16, Upper Grosvenor Street, W.!. 
Box 4871 Ad. Weekly 180 Fleet St BC4 


Phone your classifieds to WAT 3388 ( Ex. 25) 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS. 


SHURTHAND TYPIST, age about 25. 


NoOveEMBER 2, 1956 


required for Press Officer of Advertis- 
ing and Public Relations Department 
at Earnshaw Street, near Tottenham 
Court Road Station. Applicants must 
be well educated, of smart appearance 
and pleasing personality Previous 
experience in Public Relations an 
advantage. Progressive salary from 
£8 10s. p.w Bonus and pension 
schemes, luncheon vouchers Hours 
8.30-5.0 p.m., no Saturdays. Please 
write to Personnel Manager, The 
National Cash Register Co., Ltd., 
206 Marylebone Road, London, 
N.W.1. 


TECHNICAL ILLUSTRATOR 


with experience sectional and 
exploded line an for inter- 
esting programme of Service Literature 
on air compressors. Engineering and/or 
drawing office experience would be an 
essential qualification, with knowledge 
of modern printing methods desirable. 
A good starting salary will be paid in 
accordance with age and experience. 
Apply in writing to 

Personne! Manager, 

Broom & Wade Ltd., 

High Wycombe, Bucks. 


ARTISTS ASCENDING 


Designers who are stil] rising and are 
anxious to arrive will find the right 
atmosphere in our creative studios. 

They must have already risen quite a 
long way and have had agency ex- 
perience of press advertisi —- 

e are also seeking —— 
DRAWING ARTISTS who have had 
experience in black and white, colour 
and retouching. 

A happy team, good salaries and 
staff pension scheme offered. 
Apply Creative Director, 
J. Peers & Associates Ltd., 
Summit House, 
1 & 2 Langham Place, London, W.1 


PRODUCTION MAN 


required with 
Previous agency experience. Capable 
man to handle complete production 
details, blocks, typesetungs 
schedule control on a 

accounts Please write 

instance, giving details of 
experience, age and salary 

to Godbolds Ltd., General Buildings, 
Aldwych, W.C.2. 


interesting post. 


supervision. 
and experience. Write: 


ASSISTANT 
ADVERTISING MANAGER 


An international company with headquarters in London 
wishes to appoint a man with a future, age 25-30, to this 
Essential qualifications are some agency 
experience, the ability to edit a house magazine and the 
knack of running his own show with the least possible 
Starting salary £750-£900 according to age 


BOX 4859 
ADVERTISER’S WEEKLY 180 FLEET ST EC4 


WEST END ADVERTISING AGENCY 
requires intelligent young lady to 
assist in production of a Film Maga- 
zine This position includes typing 
and is interesting and varied to a girl 
with initiative Hours 9.30 to 5.30. 
five-day week. Write only to Rex 
Publicity Service Ltd., 131-134 New 
Bond Street, W.1. 


PERMANENT position for first-class 
Designer/Layout Artist in Central 
London Studio Well-established 
business with modern ideas on work- 
ing conditions and salaries. Write full 
details 
Box 4866 Ad. Weekly 180 Fleet St BC4 


SHOWCARDS 
CUTOUTS 
DISPLAYS 
REPRESENTATIVE 


for London required by old-established 
City firm. Proved selling ability 
essential. Preference given to one 
having existing connection with national 
advertisers. 


Also Showcard Designer — 
preferably with knowledge 
structional displays. 


Box 4879 


Advertiser's Weekly 180 Fleet St €C4 


| 


Phone your classifieds to WAT 3388 (Ex. 25) 


PRODUCTION 
MAN 


An interesting vacancy exists 
in West End agency 
for a well educated man about 26 
with agency experience in all 
kinds of production work— 
preferably with knowledge of 
print. Congenial, progressive 
post, 5-day week. 
Apply to Mr. R. E. Courtney, 
L. B. Singleton Ltd., 
7a Grafton Street, London, W.1. 


MAYFAIR 9515. 


YOUNG LADY ASSISTANT for 
Media Department. Age about 21. 
Must be good at figures and prepara- 
tion of simple statistics. Typing an 
advantage. ’ awkins, 

° . -. 9 Mandeville 
Place, . W.L (behind Sel 
fridges). ‘Phone: WELbeck 7733. 


PRODUCTION ASSISTANTS. Young 
men or women with experience of 
ordering blocks and print. Full 
details, in writing, please, of qualifi- 
cations, experience, age and salary 
required, to 
Box 4881 Ad. Weekly 180 Fleet St EC4 


SMITHS’ ADVERTISING AGENCY 
are looking for a 
SENIOR COPYWRITER 


Applicants for this position, 
which carries with it considerable oppor- 
tunity and responsibility, should be 
between the ages of 30 and 35 years and 
must be able to give evidence of recent 
top-level London Advertising Agency 
experience and success to justify a good 
salary. Write in confidence, sending no 
specimens but giving full details of 


training and experience to the Managing 


Director 


SMITHS’ ADVERTISING AGENCY LIMITED 


100 Fleet Street London E.C.4, 
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ADVERTISER’S WEEKLY 


NOW 


is the time 
to consider 


Sunny South Africa 


Spring is here—and with 
great opportunities for advertising 
folk, for we are looking for the 
additional staff listed below. 


some 


four main centres where we have full 
service offices, and we offer you inter- 
esting and enjoyable work, with 
excellent prospects. 


Each office has pleasant working 
conditions, a five-day week and super- 
annuation fund. Payment of fares to 
be negotiated. All applications will 
be treated in strict confidence. 


In all cases write in first instance, 
giving full details of previous experi- 
ence, age, marital status, present 
salary, etc. 


Account Executives 


Need not necessarily have had A/E 
experience, but must be able to discuss 
marketing, merchandising and adver- 
tising intelligently with clients, and 
formulate plans for the successful 
promotion of his clients’ sales. Salary 
from £1,200 to £2,000 per annum, 
according to ability and experience. 


Layout Artist 


First-class visualizer, capable of 
producing striking ideas. Salary up 
to £2,000 per annum, according to 
ability and experience. Send repre- 
sentative selection of specimens, 
including as many actual layouts as 
possible. 


Finished Artists 


We require two finished artists—one 
an expert on figure work, and one who 
can do general work, including car 
illustration. Salary in both cases will 
be according to ability and experience. 
Send a representative range of speci- 
mens. 


Copywriter 


Man (or woman) with ideas and a 
flair for producing sound selling copy. 
Salary not less than £1,200 a year, 
according to ability and experience. 
Send specimens, indicating clearly 
where you were responsible for idea, 
copy, etc. 


Address applications to : 
MANAGING DIRECTOR, 


P. N. BARRETT COMPANY 
(PTY.) LTD., 


P.O. Box 4064 Johannesburg 


The vacancies are spread over the. 


| 
) 
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CLASSIFIED ADVERTISEMENTS 


Assistant Sales Manager 


required for South London Printers of 
advertising material. Should have experi- 
ence in dealing with top Executives. Age 
around lension scheme, 5 day wee 
Canteen. State salary required. 


BOX 4858 
Advertiser's Weekly 180 Fieet St EC4 


COPYWRITER 


required for Publicity Dept. of leading 
Travel Agents, able to produce ideas 
and rough visuals. Salary up to £800 
according to experience. Write giving 
full details to Publicity Manager, 


Box 4882 
Advertiser's Weekly 180 Fleet St EC4 


NOVEMBER 2, 1956 


APPOINTMENTS VACANT 


RETOUCHING ARTIST 


required by 
The Knighton Studios, 
E 


153 Cheapside, 

C.2. Three years’ experience essen- 

tial. Hours 9 a.m.-5.30 p.m. Tele- 

Phone MONarch 2299 for appoint- 
ment 


rogressive group of Trade 
iblishers immediately requires 


Experienced 


. 

Advertisement Manager 
A first-class opportunity carrying high 
salary, prospects of advancement, car and 
pension scheme. Write fully, in confi- 
dence, to 


BOX 4846 
Advertiser's Weekly 180 Fieet St EC4 


EXPERIENCED ARTIST for 


lettering 
and finished artwork required by 
Studio in Central London. Top rate 


wages, congenial working conditions. 

Write full particulars 

Box 4867 Ad. Weekly 180 Fleet St EC4 
ADVERTISING——CLASSIFIED. Live 

and experienced Manager required 

by Established Publishers Write 

Box 4863 Ad. Weekly 180 Fleet St EC4 


PUBLICITY 
OFFICER 


is required by a large electrical 
engineering company in the Mid- 
lands. Applicants should have 
experience of advertising and/or 
journalism and will be required to 
control a department dealing 
with public relations, advertising 
(through an agent), the production 
of catalogues and similar pub- 
lications. The post will carry a 
starting salary of £1,000 p.a. 
which may be increased if-the 
experience and qualifications of 
the successful applicant appear to 
warrant it. The successful ap- 
plicant may be required to work 
as deputy to the present Publicity 
Officer for a limited period. 
Reply to 


Box 4862 
Advertiser's Weekly 180 Fleet St EC4 


LIVERPOOL TOY MANUFAC. 
TURERS require capable and experi- 
enced male Assistant for Advertising 
Department. Applicants should be 
preferably agency trained and possess 
the ability to produce suggestions for 
printed matter, display material and 
packaging, and prepare copy for 
catalogues Knowledge of printing 
processes and productiop would be 
helpful This is a progressive posi- 
tion Five-day week, Contributory 
pension fund mm age, 
and salary expec 
Box 4865 Ad Weekly 180 Fleet St EC4 


experience 


MARLER HALEY STUDIOS LIMITED 


have a vacancy for a Designer exper- 
ienced in the production of three - 
dimensional display and point-of-sale 
units. Apply in writing to: 


1, North Road, London, North 7 


REPRESENTATIVE 


Experienced, with established connections’ 
required by growing studio engaged on 
illustration, retouching and commercial 
art, to make calls in London area. Top 
salary and permanent job for the right man. 
Own staff know of this advertisement. 


Box 4877 
Advertiser's Weekly 180 Fieet St EC4 


| 


TECHNICAL 
ILLUSTRATOR 


male or female, required for the 
preparation of line work to the 
standard required for A.P.s and 
A.R.B. Manuals. Write stating 
age, experience and salary re- 
quired to 


The Personnel Officer, 


Sir George Godfrey & Partners Ltd. 


Hampton Road West, Hanworth, 
Middlesex. 


Space Salesmen 
or Women 
required 


Top Class Local Government 
Media. High Commission. Must 
be prepared to travel. Perma- 
nency. Phone MOUntview 1310. 


Elton Civic Maps and Supplies 
Limited 
Publicity House, 
20a Aylmer Parade, Finchley, 
London, N.2 


FASHION ARTIST 
required, 
write or phone for appointment to :— 
HALLONS ADVERTISING 
SERVICE LTD., 
214220 Maybank Road, 
SOUTH WOODFORD, E.18 
PHONE : BUCkhurst 8841/42 


A WELL-KNOWN GROUP OF COM- 
PANIES has vacancies for two Brand 
Managers in subsidiary companies in 
S.E. Lancs and West London Can- 
didates should be between 29 and 35 
years of age and have had good prac- 
tical experience of marketing and 
advertising consumer goods past 
selling experience would be an advan- 
tage The men appointed would 
take charge of the advertising and 
promouon of a product or a group 
of products and would be directly 
responsible to a Marketing Manager. 
The posts offer excellent opportunities 
to young men of calibre to prove 
themselves and opportunities of pro- 
motion are go Pension and 
Profit Participation Schemes are in 
operation Starting salaries £900 
£1,250 according to experience 
Applications will be treated in confi- 
dence and should include full details 
of experience and personal history 


Box 4728 Ad. Weekly 180 Fleet St EC4 


CREATIVE MAN 


FOR 


NEW ZEALAND 


llotts, one of the leading and oldest agencies in the 
Dominion require a really “ top flight ” 
Head Office in Wellington. 

He must have a sound background of agency experience 
and capable of basic thinking on National Campaigns, 
originating sound selling copy and ideas. 
be earning well above a four figure salary. 

Here is an opportunity to establish a sound back- 
ground with the leading Agency in New Zealand with 
superannuation arrangements and share of profits scheme. 

New Zealand is a country with an expanding economy, 
high living standards, and a good 
excellent prospects for a married man with young children 
as it enjoys a high educational standard, and a well-estab- 
lished social security service. 

Apply with details of career, experience, age, marital 


Status to 


J. ILOTT LTD., 
PICCADILLY HOUSE, 
33 REGENT STREET, 

LONDON, S.W.1. 


Creative man for 


He will already 


“ way of life’. It holds 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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NOVEMBER 2, 1956 


APPOINTMENTS VACANT 


PUBLIC RELATIONS 


A TRAINED 
TECHNICAL 
EXECUTIVE 


is required by a small independent 
Public Relations Group. The man we 
want must have a journalistic or P.R. 
and chemical or engineering back- 
ground. He must have newsworthy 
ideas and be able to write quickly and 
lucidly in a hectic atmosphere. He 
will work on his own initiative and 
with the assistance of a personal secre- 
tary. To the man who can give clients 
value for money there's much more 
than just a four figure salary available. 
Detailed résumé of experience please. 
Interviews immediately. 


Our stoff hove seen this advertisement. 
Box 4714 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG ARTIST 


for lettering and finished artwork, 
including some layout and design 
work, required by medium size 
West End Agency (IPA). 
Write : 
S. Corthine, Esq., 
Austin Knight Led.,) 
212a, Shaftesbury Ave, W.C.2. 


JUNIOR ARTIST 


PRODUCTION ASSISTANT 


adver- 
Experi- 
Write, 
and salary 


required by 
tising agency S.W.1 district 
ence in layout work essential. 
Stating, age, experience 
required, to 

Box 4864 Ad. Weekly 180 Fleet St BC4 
required 
for West End Agency. Good know- 
ledge of process, some typesetting 
and layout. Five-day week. Canteen 
facilities. Apply R. C. Granger, Rex 
Publicity Service Ltd. MAY 7571. 


ASSISTANT WANTED FOR PUBLI- 
CATIONS DEPARTMENT of engi- 
neers for preparation of catalogues, 
booklets, technical manuals, etc 
Must have experience of such work 
and technical writing ability. Know- 
ledge of layout and type, etc., re- 
quired, but not finished art work 
Five-day week. State age, experience, 
salary required. A to the Per- 
sonnel Manager, CAV Lid., Warple 
Way. Acton, W.3. 


JUNIOR REQUIRED 


in Art & Screen Printing Department 
for general duties. Either sex. Some 
knowledge of drawing and painting 
essential. Full time employment only. 
Salary according to age and experience. 
Write, call or telephone: 
ERNEST W. PERRETT LTD., 
Flag Manufacturers, 
65, Holloway Road, N.7 
(Near Highbury Corner) 
Telephone: NORth 5771 


SECRETARY (fcmaic) to account 
executive required by a well-known 
West End advertising agency. Good 


shorthand, typing and quick, methodi- 
cal mind. 
Box 4841 Ad. Weekly 180 Fleet St BC4 


RETOUCHER = required by 
specialising in a subjects. 
Golden opportunity for fully quali- 
fied man. Top wages. Holborn area 
Box 4868 Ad. Weekly 180 Fleet St EC4 


Studio 


YOUNG P.R. 
EXECUTIVE 


required by leading ‘Automation’ 
Company. Responsibility: to 
maintain and develop a first rate 
P.R. programme. Products range 
from the most attractive room 
thermostat yet developed to pro- 
cess controls for a petroleum 
refinery. 

Applicants should be imaginative 
writers who can offer sound P.R. 
and editorial experience. Higher 
School certificate is the minimum 
academic qualification. The suc- 
cessful applicant will receive a 
high commencing salary and will 
be actively encouraged to keep 
pace with a rapidly expanding 
(American) Company. Write 
briefly, giving outline of previous 
career and stating present salary to 
Advertising Manager, Honeywell- 
Brown Ltd., 1 Wadsworth Road, 
Perivale, Middlesex. 


EXCELLENT OPPORTUNITY 


for keen young man or young lady to 
join a rapidly growing small Agency. 
One with some experience preferred 
but not essential. Excellent prospects. 


Please phone : CHAncery 4596 


EXPERIENCED ARTIST 


TECHNICAL ARTIST of wide experi- 


ence, capable of first-class line, tone 


and colour, also two Retouchers 
(senior and junior), required inside 
London studio, De 


tails to 
Box 4840 Ad. Weekly 180 Ficet St BC4 


APPOINTMENTS WANTED 


LADY, some lettering and commercial 
experience im display. requires junior 
position in Studio or Agency. Will- 


ing to learn and take fairly low wages 
to gain this extra experience 
Box 4845 Ad. Weekly 180 Fleet St BC4 


SILK SCREEN PRINTER, expericnced 


m all aspects of 
photography, photo-stencils, printed 
circuitry and radio dials, requires 
administrative position Good refer- 
ences 

Box 4872 Ad. Weekly 180 Fleet St BC4 


can under- 
lettering and general 


trade including 


take 
work 
Box 4875 Ad Weekly 180 Fleet St BC4 


first-class 


EXHIBITION CONTRACTORS’ 


OUTDOOR ADVERTISING. 


PENNILESS 


Man- 
ager seeks post offering wider range 
and mobility (client contact, sales, 
etc.). Fourtees years’ executive cx- 
perience, own car. Public school. 

Box 4876 Ad. Weckly 180 Fleet St EC4 


Poster 
and Transport Inspector with exten- 
sive experience requires change. Inti- 
mate knowledge London, Home 
Counties, coupled with administrative 
qualifications. 

Box 4873 Ad. Weckly 180 Fleet St BC4 
BUT PERSEVERING. 
Woman Graduate (22), extensive 
captioning experience, versatile, crea- 
tive, flair for writing, hard worker, 
vainly seeks trainee copywriting posi- 
tion. Advice or offers, please. 

Box 4836 Ad. Weckly 180 Fleet St EC4 


“HAND - PICKED * SECRETARIES 


AVAILABLE. The Wigmore A 


i ncy, 
67 Wigmore Street. W.1. HUNter 
9951/2/3. 


POSTER MANAGER desires change. 


Scope wil! be the main consideration. 
Box 4849 Ad. Weekly 180 Fleet St BC4 


WOMAN PR CONSULTANT seeks 


opportunity to organise existing or 
new PR Department in a London 
Agency or founding London PR base 
for a Provincial Agency. Imaginative, 
conscientious, experienced in con- 
sumer, technical and association 


accounts. 
Box 4838 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS VACANT APPOINTMENTS WANTED 


VISUALISER/DESIGNER, with ten 
years’ first-class agency experience on 
major national accounts, seeks 
responsible position. 

Box 4739 Ad. Weekly 180 Fleet St EC4 

LONDON EXECUTIVE, good organiser, 
administrator or representative, at pre- 
sent engaged intelligence digest World 
News Service, desires change, enabling 
him to reside South-West or West of 
England. Any suggestions welcomed. 

_ Box 4771 Ad. Weekly 180 Fleet St BC4 

ADVERTISING EXECUTIVE (27) seeks 
interesting position, Agency trained. 
Box 4860 Ad. Weekly 180 Fieet St BC4 

LETTERING ARTIST, fully experi- 
enced first class in London 2/3 days 
weekly, desires part-time situation. 
Box 4854 Ad. Weekly 180 Fleet St EC4 

EXPERIENCED SECRETARY, short- 
hand, typing, book-keeping, filing, 
office management, requires position 
good prospects Advertising agency 
Box 4852 Ad. Weckly 180 Fleet St BC4 

COPYWRITING (free-lance), Tech- 
nical or General Sales Publicity. 
Handbooks, instruction manuals, 
sales literature, direct mail, articles, 
etc. Go amywhere. Mechanical/ 
Electrical training. 

Box 4869 Ad. Weekly 180 Fleet St BC4 


PERSONAL 


THE TELEVISION and _ recording 
sensation, Thunderclap Jones, Britain’s 
greatest Composer-pianist Available 
for cabaret, lunches, dinners, personal 
appearances, commercials (TV and 
radio), and jingle composition. 
Details from Recommercials, 27 
Denmark Strect, W.C.2. COVent 
Garden 3308. 


SALES AND WANTS 


ROSS SLIDE LANTERN, complete. 
2 Ross Arcs, Type D. 2 Monares 
2 Ross Streemlites 4 Ross 
Boxes (2 top and 2 
2 R.C.A. Sound Heads 2 . 
Monitor Speakers. 2 R.C.A. Speaker 
Units, 2 Brook Direct Starters—400 
volts, 30 amps 3 R.C.A. Exciter 
Lamp Brackets 2 Ross F.C. Mecs 
2 Ross G.C. Mecs Apply Mon- 
seigneur News Theatres, 147 Wardour 
Street, London, W.1. 


BUSINESS OPPORTUNITIES 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality Black~-and- White and 
Colour photo litho. 

GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 


(Opposite Gt. Portland St. Station) 


PERIODICAL PUBLISHERS AND 
PRINTERS are interested in purchas- 


ing periodicals or even purchasing 
Part interest of Trade, Technical or 
Consumer publications. Reply, in 


strict confidence, 
Box 4360 Ad. Weckly 180 Fleet St FC4 


BARRINGTON 
BREE 


wishes to contact small recognised 
Agency which will (a) place for him, 
on full commission, advertisements 
gotten out by him for personal clients 
to whom he acts as Consultant/Ad- 
man; and (b) employ his occasional 
talented help in the figuring out, 
visualising and copywriting of the 
Agency's ad-campaigns. direct mail 
literature and other printed matter, 
on a basis of mutual integrity. 


5, NEW BRIDGE ST., LUDGATE 
CIRCUS, E.C.4. 
Tel: CITY 4815. 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


BLUEPRINTS AND ALL THAT... 


were the Studio Manager's headache 
until he contacted the specialists 
GORDON STEVENS 
TECHNICAL ART SERVICE 
Caxton Bidgs., Bank St., Kilmarnock, 
Scotland 


Ring 960 ahd Moira will put you through 


DEEP GLOSS Metal-Glazed Showcards. 


another production of Dispro, 
Laminators, are less expensive and ot 
higher quality gloss Increasing)y 
used by leading advertisers. Ask for 
specimen and estimate. Dispro Ltd., 
36-38 Peckham Road, S.E.5. Tel. : 
RODney 7171 (6 lines) 


MARKET RESEARCH 


Field work, tabulation and reports of 
all kinds undertaken 


Consumer Research Led., 
54, Great Marlborough Street, 
i 


London, W.!. 
GERRARD 0068 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
photo-litho process plant). 
CARILLON PRESS LTD., 
Fine Colour Printers, Bournemouth. 
Telephone Boscombe 36835. 
Lond Office 4a Bloomsbury Sq., 
W.c.l. Phone: CHAncery 2065 


PRINTER /TYPOGRAPHER 


AGENT supplying national 


FIRST CLASS WORK 


FREE LANCE SERVICES 


FREE LANCE DESIGNERS. The 
Design Department of J. Lyons & 
Co., Ltd., Cadby Hall, are interested 
in Food Packaging, Typography. 
Graphic design for original Menus and 
other similar work Telephone for 
appointment Riverside 2040 Ext, 1094 

wants 

spare-time editorial work, journals or 
booklet/magazines. Good work, very 


cheap. 

Box 4857 Ad. Weekly 180 Ficet St EC4 
ARTIST AND 
Daily and weekly 
“Wendy,” Hillside House, Farn- 
borough, Kent. 

press now 
able to accept few more cartoonists 
Write, with few samples, to 

Box 4834 Ad. Weekly 180 Fleet St BC4 
and speedy 
service is offered to agency or studio 
by versatile layout artist and designer 
with many years’ experience in adver- 
tising. Visuals, roughs, finished work. 
Box 4799 Ad. Weekly 180 Pleet St BC4 


EXPERIENCED FREE LANCE seeks 


working arrangement with Agency or 
Studio 
Box 4837 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


ONE OR TWO LIGHT ROOMS to let. 


Piccadilly. Moderate rental 

Box 4870 Ad. Weekly 180 Fleet St EC4 
WEST END STUDIO accommodation 

available for lettering or retouching 

artist. Rent 30s. per week Poss:- 

bility of some work being supplied 


Apply 
Box 4847 Ad. Weekly 180 Fleet St BC4 


| PRINTERS 


Phone your classifieds to WAT 3388 (Ex. 25) 


FIRST CLASS PUBLICATION. 
desire to obtain the printing of 
monthly publication where colour 
and half-tone printing of the finest 
quality is essential. nquiries treated 
in confidence to G. F. Tomkin Ltd.. 
Printers, 501-5 Grove Green Road. 
Leytonstone, E.11. Telephone: LEY- 
tonstone 1164-5-6. 


MISCELLANEOUS 


DEBTS COLLECTED, London 
throughout Britain. No commission 
unless results. Brilegal (established 
1919), 80 Leeds Road, Bradford. 1. 
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ADVERTISER’S WEEKLY 


This leader page article by David Walker appeared in the 
News Chronicle 


on Monday, October 29th 


KNOW WHY THEY DIED 


THE AGONY OF BUDAPEST 
will change the world 


grand scale, the boiling heroism 
of insurrection against tyranny, 
something to stir the blood. 


To has been heroism on the 


I knew Hungary and used to work 
there. I knew the Hungarians as 
tough and gay, and immensely proud. 


This gives me no particular right 
to preach. It just gives a sense of 
emotion that is hard to express in 
words and which I wish everyone 
could share ; not necessarily humility 
but something fairly near it. 


This has been a week in Hungary 
when danger has known no frontiers 
because it has stalked in every street ; 
streets I well remember. 


time we woke up 


The men and women have spat in 
danger’s face, and certainly in hun- 
dreds, almost certainly in thousands, 
have died for freedom. 


We in Britain must understand how 
much this means. For better or for 
worse this is one of the sharp corners 
of history. 


THOSE DEAD CHILDREN IN 
A BUDAPEST MORTUARY 
AFFECT US. 


We who live in ignorance of revo- 
lution, and of rule by terror, have no 
conception of our own good fortune. 
The Hungarian people have lived 
through both before. In that lovely, 
torn-up country bloody defiance has 
greeted a series of oppressors. 


Kossuth, who led the struggle for 
independence in 1849, is the arche- 
type of recurring resistance to 
tyranny. 


What has been happening in the 
past week is the fifth reign of terror 
there in this century alone ; the fifth 
in 40 years. 


In 1919 there was.the Red Terror, 
when the defeated and humiliated 
nation became briefly Bolshevik 
under Bela Kun. This was followed 
immediately by the White Terror 
under Admiral Horthy, when untold 
thousands died. 


Under the peace treaties, the 
country had been torn apart. It lost 
four million nationals and great areas 
of land to Czechoslovakia, Yugo- 
Slavia and Rumania. 


IT ALWAYS LOOKED 
BRITAIN TO PUT 
RIGHT. 


TO 
THINGS 


In the Second World War came a 
Nazi tyranny, followed again by a 
second Red Terror. Ten years of 
Communism imposed from above, 
bringing hunger and slavery, have 
now brought about another bloody 
and desperate upheaval. 


Central Europe is always full of 
feuds and hatred. The Yugo-Slavs 
hate the Bulgars, the Bulgarians hate 
the Greeks, the Hungarians hate the 
Rumanians, and always vice-versa 


In this bubbling hotpot there has 
been only one enduring friendship. 


THE HUNGARIANS HAVE 
NEVER QUARRELLED WITH 
THE POLES. 


They have much in common. 
However old-fashioned it may sound, 
they share pride and courage. 


Both are steeped in folk-lore, 
understand horses, produce beautiful 
women, worship music and the 
dance, have a sense of humour 
and both have experienced the best 
and the worst in feudalism. 


But there is one fundamental 
difference which gives this last Hun- 
garian revolt its special meaning. 


The Pole, traditionally, fights at 
the drop of a hat: and does his 
thinking afterwards. The Hungarian 
has always been more level-headed. He 
has always been just as courageous, 
but thinks before he strikes. 


The inference is obvious. When 
Hungarians behave like Poles, only 
more so, they expose the misery of 
Soviet servitude beyond all argument. 


When they die fighting with their 
finger-nails against Red tanks, they 
expose for all time the Big Lie of the 
Twentieth Century. 


THIS HAS BEEN SOMETHING 
MORE THAN THE COURAGE 
OF DESPAIR. 


It may have been madness, but it 
was a great madness. This need not 
mean that the Hungarians are saints, 
nor that we need forget that they 
fought against us in both the big 
wars. This still leaves room to 
respect the unbelicvable guts of a 
tortured people. 


signed with blood 


The Hungarians have always loved 
the British, probably for the wrong 
reasons, and our reactions have been 
fatuous. In the 1920s a British lady 
of title amiably declared that Hun- 
garians make “ model servants.” 


I would rather quote the Hungarian 
Count Apponyi, who, at the age of 
83, welcoming British visitors, re- 
minded them: “Ten eventful cen- 
turies of Hungarian history have 
taught us never to despair.” 


Despair has too often been Hun- 
gary’s bed-fellow. It-is time we 
began to understand this tough, 
rebellious nation. 


WHATEVER LIES IN STORE 
FOR IT, ITS PEOPLE HAVE 
SIGNED, WITH THEIR BLOOD, 
THE PRINCIPLES OF LIBERTY 
AND FREEDOM. 


To pretend what they have done 
will affect themselves alone is non- 
sense. 
Communism, the future path oj 
Russia and, inevitably, ourselves. 


This is a turning point in time to 
which no thinking person in this 
country can remain indifferent. 


YOU CAN HELP 


Donations to help the Hungarian people in their 
fight for freedom should be sent to any of 
these addresses. 


@ The Treasurer, Oxford University Hungarian Relief Fund, Balliol 


College, Oxford ; 


@ The British Red Cross, 14, Grosvenor Crescent, London, S.W.A ; 


@ Father Anton Molnar, Central Committee of Hungarian Exiles, 
Cardinal Mindszenty House, 5, Arundel Gardens, London, W.11 


1956 


STOP PRESS 


NOVEMBER 2, 


Newsprint: ‘No 
acute shortage’ 


Government control of news 
will end in December states F. P. 
Bishop, general manager, Newsprint 
Supply Co. The a hopes to 
make statement shortly bout 
agreed plan for voluntary control. 
Mr. Bishop said : “Newsprint Supply 
Co. has obligations to suppliers and 
newspapers which run until end of 
1958. No acute shortage but con- 
sumption is still increasing in USA 

sellers’ market . 


and 5 
Outlook still uncertain.” 


Stockings made from 


lene, 
synthetic fibre made by the Imperial 


Tery 


, Chemical Industries’ fibres division, 


It will affect the course of | 


now being produced by leading 
stocking manufacturers. To an- 
nounce introduction of Terylene 
stockings ICI conducting short cam- 
paign with half-pages in national 
dailies and London evenings. Ad- 
vertisements started on Wednesday. 
Agents: Mather & Crowther Ltd. 


Series of fifteen 15-minute TV 
commercials being planned by 
“News of the World” to publicise 
and present paper to public. — 
aspect of paper will be covered. 
Also hoped to line up some stage 
and film stars for series. Hoped to 
begin series “early in new year.” 


First Yorkshire spots 


First-night advertisers with ABC 
Television Ltd. when Yorkshire sta- 
tion opens tomorrow (Saturday) 
are: first advertiser: Silvikrin (time 
signal) ; first spot: Rowntrees Gums 
(30 sec.); followed by Batchelors, 
Beacon Bedding, BP Super, Breeze, 
Brooke Bond Tea, Bulpitt, Cadburys, 
Capstan, Charles Walls, Crosse & 
Blackwell, Dunlop, Edwin Field, 
Ekeo, Esso, Fox’s Butter Brandy- 
snaps, Four Square, Goodyear, 
Johnsons Paste Wax, Kemps Bis- 
cuits, Lamtex Rugs, Lux, Magnet 
Ales, McDougalls Flour, National 
Benzole, Nevin D. Hirst (Advertis- 
ing) Ltd., Oldhams Batteries, Omo, 
Osram, Penguin, Permaheat, Petmar 
Industries, Pickersgill Publicity Ltd., 
Players, Revion, Sanderson & Co., 
Shell, Stork, Summer County, “Sun- 
day Pictorial,” Surf, Walls Ice 
Cream, Walls Meat, Whitbreads, 
Vykmin and Yardleys. 

First night a “sell-out” report 
ABC TV. 


W. Woolley creative 
director of E. Walter George Ltd. 
Joined E. Walter George Ltd. three 
years ago after many years’ exten- 
sive experience in advertising as 
creative artist and advertising man- 
ager. After war service joined 
W. C. Youngman Ltd. where he 
served - years as advertising 
manager ore returning to agency 
work at E. Walter George. 
series of advertisements 
with topical events planned 


New 
tying in 


| for current Kleenex winter cam- 


. First will appear for Guy 
awkes Day. Depicts cartoon illus- 
tration of nose dressed G 


“Catch that running nose.” Agents : 
Foote, Cone & Belding Ltd. 


Printed by St. Clements Press Limited, Portugal Street, Kingsway, London, W.C.2, for the proprietors, Business Publications Limited, 
registered offices: 180 Fleet Street, London, E.C.4, England (Waterloo 3388). 
Advertisement, Editorial and Sales office: Mercury House, 


109-119 Waterloo Road, London, S.E.1 (Waterloo 3388). 
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